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Abstract  
Aim: This thesis comprehensively analyses the phenomenon of infant formula multi-brand 
crisis in China from the perspective of the Chinese consumers.   
Context: The thesis elaborates on a chronological sequence of descriptive market data from 
2008 to 2018 on the consumer confidence in the dairy industry following the multi-brand crisis 
and show that despite the awareness of the crises, the effect on the local dairy industry was not 
as catastrophic as expected. In fact, in recent years the rate of decline in the market share of 
Chinese dairy formulae has not only slowed, but that many local manufacturers have regained 
their lost market share from foreign competitors.  
The objective of this thesis is to examine this phenomenon from the lens of consumer 
ethnocentrism, nationalism and forgiveness.   
Research gap: The studies on industry confidence in multi-brand crisis are still few. Although 
Grayson et al. (2008) have claimed that industry confidence is a result of trust not only in the 
company but also for the industrial environment (imported and domestic environment), there 
is still no comprehensive study on the influences of multi-brand crisis on industry confidence 
recovery. 
Methodology: The first phase uses qualitative methodology to understand the drivers of infant 
formulae purchase decision process amongst Chinese consumers. The insights from this study 
is used to develop a conceptual model for further investigation. The second phase is 
quantitative in nature, where a questionnaire is administered to actual users of infant formulae 
at the point of purchase. 
Key findings: 1) The influence of forgiveness on consumer trust among Chinese consumers 
who purchase domestically produced infant formula is significantly higher than that among 
Chinese consumers who purchase imported infant formula. 2) Consumers who buy 
domestically produced infant formula pay more attention to perceived quality than those who 
buy imported infant formula. 3) The influence of ethnocentrism on consumer trust among 
Chinese consumers who purchase domestically produced infant formula is not significant. 4) 
The country of origin has a significant impact on the purchasing behavior of Chinese 
consumers.  
Implications: 1) The two major contributions of this research are its qualitative approach to 
studying, testing and modifying a model of consumer trust and its use of the modified model 
to explain and analyse differences in consumer trust and brand loyalty based on consumers’ 
actual purchase behaviour. The results of this study represent a stepping stone for 
understanding the features of the consumer trust mechanism. 2) The current study also have 
major practical implications, particularly for enterprises and government public policy. 
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CHAPTER ONE: INTRODUCTION 
1.1 Introduction 
In early 2011, reports on an infant formula shortage in Hong Kong and Macao appeared in the 
People's Daily, NetEase, Sina and other major news media. Since 2014, there have also been a 
large number of similar reports in relation to Australia. According to the Hong Kong News on 
March 10, 2011, ‘In the mainland of China, the demands of imported infant formula exceeds 
supply. A large number of people go to Hong Kong to sweep goods, having resulted in a tight 
supply of formula in Hong Kong. Some shops had to impose “purchase restrictions”’.  
This situation relates to a number of problematic food incidents, such as Sudan Red, water-
injected meat, contaminated bottled water and melamine infant formula (Tang, 2015). Food 
safety is closely related to people's daily lives, especially now when people pay more and more 
attention to their health and quality of life (Benni, et al.2017). The occurrence of major food-
safety incidents is likely to quickly influence consumer confidence and purchasing behaviour 
and thus affect the development of the entire industry (Zhang, et al. 2015). According to a 
report by the Daily Sunshine on March 10, 2011, during the NPC and CPPCC, Liu Peizhi, a 
member of the National Committee of the Chinese People's Political Consultative Conference 
and the Food Safety Committee of the State Council stated that ‘in 2009, after the Sanlu 
Incident, China's dairy imports soared from 120,600 tons to 597,000 tons [and] the share of 
imported high-end infant formula occupies 90%’. This shows that the melamine-contamination 
incident, to a large extent, affected public confidence in the safety of the domestic infant 
formula. Although since then China has put in place many stringent policies and measures to 
ensure the quality and safety of foods such as dairy products, it will take a long time before 
consumer confidence is restored to pre-incident levels. This is because compared with the 
physical properties of products, the psychological elements from the product characteristics 
will have greater impacts on people's food consumption behaviours (Niu, et al. 2015). The risk 
perception of food safety, therefore, is an important psychology that affects consumption 
attitudes and purchase behaviour (Niu, et al. 2015). Academic research has shown that there is 
a gap between objective risk and people's subjective risk perception (Zhang, et al. 2015). When 
communication methods regarding risk are inappropriate or when people lose confidence and 
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trust in food, such a gap is likely to increase. However, after food-safety incidents, it often 
takes some time for consumers to restore the future purchase intention in this industry. After 
the infant-formula incident, because there is still demand for infant formula, many consumers 
chose to buy foreign brand dairy products on the domestic market, for example from Hong 
Kong and Macao. According to statistics from the General Administration of Customs (2011), 
China imported 414,000 tons of formula in 2010, with a year-on-year increase of 67.8 percent. 
In 2011, it imported 528,000 tons of milk powder, equivalent to 38.1 percent of the total milk 
powder produced in China. Since 2008, the market share of the domestic milk powder has been 
shrinking. By 2013, the market share of the domestic infant formula had dropped to 43% (from 
60% in 2007). Interestingly, the domestic infant formula market did not collapse 
catastrophically as expected, but has been in a constantly stable decline. That is to say, there 
has always been room for domestic-made infant formula, and no matter what happened, some 
consumers continued to purchase it. 
The data statistics of Euromonitor International (2009) show that since 2008, the market for 
domestic formula has suffered an overall decline, with the industry growth rate in 2015 and 
2016 even declining to -2% and -4%, respectively. However, in 2017, the growth rate of the 
industry unexpectedly increased to 8%, and in February 2018, the domestic formula brands 
ADY, Ausnutria and JUNLEBAO released their sales targets for that year as 10 billion Yuan, 
6 billion Yuan and 5 billion Yuan, respectively. Compared with the sales target of 2017, this 
has increased substantially. On February 5, 2018, ADY published that the overall income 
growth in 2017 exceeded 50% in 2016, of which the sales growth of high-end products 
exceeded 200%. And in February 2018, Yan Weibin, the president of Ausnutria announced in 
its annual meeting that relative to the previous year, the sales volume of Ausnutria in 2017 
achieved a 40% year-on-year growth.  
The main purpose of this study is to investigate this phenomenon realting to the expected 
resurgence of demand for infant formula. Qiao et al. (2010) found that consumer perceptions 
of the safety of fluid milk, yogurt and ice cream, which had plummeted in the days following 
the contamination announcement, had recovered strongly by the time of the survey. However, 
no attempt was made in this survey to differentiate between infant products and adult products, 
and this is a serious omission as consumers are likely to be very over-cautious with their babies. 
Furthermore this phenomenon has not been examined from a systematic academic perspective.  
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1.2 Research Background 
1.2.1 Multi-brand crisis in China 
Product harm crisis means that a product has a defect or is harmful to consumers, which 
occasionally occurs and tends to be widely advertised (Klein & Dawar 2004). In recent years 
there have been several such product harm events in China, and the incidence of such crises 
shows a significant mass trend. Involving various brands and numerous industries, such events 
have drawn wide attention from all sectors of society, and the product harm crisis finally 
became a multi-brand crisis. In 2008, many infants were found to have kidney stones from 
being fed Sanlu milk powder. Afterwards, it was exposed that there was the chemical material, 
melamine, in the powder. In this event, among 491 batches of products manufactured by 109 
infant milk powder manufacturers, melamine in different contents was found in 69 batches of 
products manufactured by 22 enterprises. These enterprises included Yili Dairy, Mengniu 
Dairy, Guangming Dairy, Shengyuan Dairy, Yashily Dairy, and many other famous enterprises. 
In 2011, Truth of Lean-meat Pig was reported in 3.15 fake cracking special program of CCTV, 
which revealed that there was lean meat powder in pork purchased by the branch of Henan 
Shuanghui Group, Jiyuan Shuanghui Company, because illicit drugs were being used in the pig 
farm. Meanwhile, it was exposed that pork in Yurun, Laweisi, and many other brands, all 
contained lean meat powder. On April 5th, 2012, the weekly CCTV ‘quality report’ reported 
that a capsule for medicine was made of industrial gelatin. According to the statistics of the 
State Food and Drug Administration, among 941 batches of capsules for medicine 
manufactured by 117 capsule manufacturers, 74 batches of capsules manufactured by 15 
enterprises, including Xiuzheng, Jinma, Shuzhong, and Haiwai Pharmacy, had excessive 
chromium content. On November 19th, 2012, the media reported that Jiugui Liquor, which 
called itself the greatest liquor in the world (CCTV, 2012), had 260% higher content of 
plasticizer in liquor. Subsequently, quality inspection departments further investigated 
manufacturers of liquor all over the country, and found that the liquor manufactured by several 
producers such Maotai, Wuliangye, Gujing Chinese Liquor, and Huapai all had a higher 
content of plasticizer than standard. In their Double-11th sales promotion of 2015, Jingdong, 
VANCL, Dangdang, and other enterprises all had behaviours of sales fraud, including arbitrary 
cancellation of available orders, and refusal to perform agreed transactions (CCTV, 2015). On 
August 4th, 2013, the giant of dairy industry in New Zealand, Fonterra been reported that the 
raw material for milk powder, whey protein concentrate, provided by it, might be infected with 
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Clostridium botulinum, which affected Anmum, Wahaha, Dumex, Coca Cola, NUTRICIA, 
and other brands to different extents (CCTV, 2013). Increasingly, product harm crises have 
spread across numerous brands in various industries, including food, drug, and e-commerce; 
thus sufficient attention should be given to this issue. 
Practical cases clearly show that the multi-brand crisis not only affects enterprise development, 
but also heavily affects the confidence and trust of consumers in brands and industries. 
Therefore, a significant negative effect might be brought to the whole industry as a result. After 
the melamine incident, the whole dairy industry fell into depression: the faith of consumers in 
the dairy industry decreased sharply, and the consumer market of dairy products showed a 
continuous low. The depressed sales trend further affected other links upstream and 
downstream of the whole industry. Thus, a series of negative effects occurred. For example, 
the production and marketing of dairy products reduced together, milk price declined, dairy 
farmers poured out milk and killed cows, and the benefits of industry and enterprises were 
substantially lost. The development of the whole dairy industry fell into a depressed vicious 
circle. After the lean-meat powder incident, the whole swine industry was negatively affected. 
Moreover, the liquor plasticizer incident also caused an earthquake in the whole liquor industry. 
In two days, the stock plate encountered losing ground. The price of 13 liquor stocks declined 
by 6.29% on average, and the market value evaporated by 3.3 billion Yuan in total (CCTV, 
2015).  
According to these events, brand crisis affects the industrial chain of the whole industry and 
makes consumers lose confidence in the industry. In 2014, the Chinese Academy of Social 
Sciences wrote, in a Research Report on Social Psychology in China (2014) that Chinese 
society had fallen into a serious industrial crisis of confidence. Investigations show that the 
trust degree of consumers in the pharmaceutical industry is 63.5%, in the medical industry is 
65.3%, in the dairy industry is only 42.4%, and in the healthcare industry is 23.5%. This group 
of data show a stern reality. 
Thus, after the multi-brand crisis, the harm to the development of the whole industry has been 
huge. Meanwhile, consumers and the public are lacking trust in the whole industry for the 
negative effects of this crisis, and the recovery from such a lack of trust is always slow. After 
the liquor plasticization incident of 2013 in Netease, an investigation into liquor consumption 
showed that 27% of interviewees will never purchase liquor because of the plasticization, while 
27% interviewees said that they will never purchase Jiugui Liquor. It can thus be seen that the 
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negative effects of the plasticization incident are significant. The shadow of melamine also 
affects the confidence of consumers in dairy products, especially in infant milk powder. 
Moreover, consumer confidence for other dairy products has not recovered completely. It can 
be seen that it is difficult to recover consumer confidence; and consumers increasingly prefer 
foreign dairy products after the various brand crises. The investigation of the purchase of 
import dairy products cited above (Research Report on Social Psychology in China, 2014) 
shows that: 
21% of consumers frequently purchase import dairy products, because they believed these 
products are safe, with guaranteed safety; 
52% of consumers occasionally purchase imported dairy products, to have a fresh taste. 
Consumers who don’t always purchase import dairy products thought that import dairy 
products are too expensive and difficult to purchase, and they don’t know enough about 
imported dairy products. 
People who never purchase import dairy products account for 27%, mainly because they don’t 
know about imported dairy products, and these products are relatively expensive. Some 
consumers said that they trust domestic dairy products, so they don’t purchase imported 
products. All of these results are consistent with the data in the Summary of Chinese Dairy 
Industry (2014). In recent years, the quantity of imported liquid milk into China has been 
continuously increasing, while the consumer trust in domestic dairy products is decreasing. 
However, with the decrease of consumer trust in domestic dairy products, various countries 
have released limited purchase orders of milk powder in recent years. Because Chinese 
consumers are lacking confidence in domestic milk powder, consumers rush to purchase infant 
milk powder overseas, and in Hong Kong and Taiwan by various channels. Such a consumer 
behaviour has caused a shortage of milk powder in the local market. Since 2012, various 
countries have formulated limits on purchase orders of milk powder successively. In June 2012, 
American supermarkets, including Wal-Mart, issued limited purchase orders to limit everyone 
to purchase of 5-12 boxes of milk powder (BBC, 2012). In September 2012, various 
supermarkets in New Zealand also issued limited purchase orders to limit everyone to purchase 
of 2 boxes (BBC, 2012). In October 2012, various large-scale supermarkets in Australia 
successively issued limited purchase orders to limit everyone to purchase of 3 boxes (BBC, 
2012). In December 2012, Germany started to implement limited purchase orders for local 
 PhD Thesis | Rongxi Hu 
15 
 
brands, including Garbath, to limit everyone to purchase of 4 boxes (BBC, 2012). Since 
January 2013, Holland issued limited purchase orders to limit everyone to purchase of 1-3 
boxes in supermarkets, drugstores, etc (BBC, 2013). In January 2013, Hong Kong also limited 
everyone to taking less than 2 boxes of milk powder when departing the country (CCTV, 2013). 
According to the data and limited purchase orders of milk powder all over the world, it can be 
seen that the trust degree of Chinese consumers in the domestic industry is low, and consumers 
prefer to buy products manufactured from other quality milk sources. The wide affecting scope 
and profound influences of the melamine scandal have had huge consequences for the whole 
dairy industrial chain. It takes a long time to recover consumer confidence in dairy products. 
However, the continuous crises in the dairy products industry in later years has slowed down 
the recovery of consumer confidence. The increase of industrial risk and the reduction of risks 
perceived by consumers all result in the change of purchase behaviour (Chen, 2015). 
In conclusion, a multi-brand crisis may bring profound negative effects for the whole industry 
and make consumer confidence in the industry generally low. Meanwhile, the low degree of 
trust will affect the purchase will of consumers and eventually make consumers more willing 
to buy imported products (Choe. 2009). Therefore, degree of trust has gradually become the 
major determinant of purchase behaviour. In this respect, it is practically significant to study 
the purchase behaviour and region of origin effect based on degree of trust, as a basis for 
improving trust in industries and products (Smith, 2003). Product strategy can only be 
effectively formulated by correctly grasping the reasons and evolution mechanism for change 
in customer behaviour (Swait, 2001). Therefore, the present thesis will use infant formula as a 
background to investigate consumer decision-making behaviour within the multi-brand crisis 
in China, and using infant formula to find out how country of origin is related to the consumer 
decision-making process. 
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1.2.2 Current situation of the dairy products market in China 
In 2015, the Quality Report of China's Dairy Industry showed that the acceptance probability 
of spot check for the dairy products throughout the country has been up to 99.5%, the 
qualification rate of melamine and other prohibited additives has kept 100% for consecutive 7 
years. The average value of the two major nutrient contents, namely, lactoprotein and milk fat 
in fresh raw milk has been superior to the national standard and American standard. The 
average somatic cell value in the fresh raw milk from the large-scale breeding sites has been 
lower than the EU limit value and the average value of the aerobic bacterial count has been 
lower than the Australian limit value. 
Based on the quality report, since 2009, the Ministry of Agriculture has begun to implement 
the quality safety monitoring plan of fresh raw milk to focus on the supervision of fresh raw 
milk purchasing stations and transport vehicle. The detection includes 10 indicators, e.g., 
lactoprotein, milk fat, etc. Furthermore, the accumulative spot-checking volume of the fresh 
raw milk samples has been up to 151,000 times (Quality Report of China's Dairy Industry, 
2015). 
In these indicators, lactoprotein and milk fat are the major indexes to measure the nutritive 
value of fresh raw milk, the aerobic bacterial count, aflatoxin M1 and somatic number reflect 
the sanitary conditions of the fresh raw milk, Pb, Cr and Hg are the major indicators to judge 
whether the product is polluted by heavy metal. The melamine and leather hydrolysates are the 
indicators to judge whether there exists a prohibited additive in the fresh raw milk (Quality 
Report of China's Dairy Industry, 2015). 
The spot-checking results show that the average value of the two major nutrient contents, 
namely, lactoprotein and milk fat has been higher than the national standard and American 
standard. The average monitoring values of the aerobic bacterial count, aflatoxin M1, somatic 
number, Pb, Cr and Hg, etc. are far below the national limit standard to show that the breeding 
environment and physical conditions of dairy cow have been significantly improved. The 
qualification rate of melamine and other prohibited additives has kept 100% for 7 consecutive 
years (Quality Report of China's Dairy Industry, 2015). 
Since 2018, the domestic infant formula market has started rising and furthermore, various 
domestic brands have begun to make plans for sales volume in 2018: 
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"The target set by the group for me is 4 billion Yuan in 2018, and I initiatively increase it to 5 
billion Yuan." Said by Liu Senmiao (2017), the general manager of formula business division 
and the vice president of the JUNLEBAO group. In the field of infant formula, compared with 
the long history of competitors, JUNLEBAO group has only three years of development history, 
but it has achieved 3 doubled increases in its sales volume. And in 2017, the sales volume has 
broken through 2.5 billion Yuan to achieve a 108% of year-on-year growth. Furthermore, the 
growth of star products has even exceeded 300%. 
Similarly, Ausnutria also discloses its high objective in 2018, such company with goat formula 
as its main business sets a target of 6 billion Yuan and expects the realization of a 50% growth. 
Compared with 2017, such rate has accelerated significantly. In 2017, the sales volume of 
Ausnutria was 4 billion Yuan to achieve a 40% year-on-year growth, of which, a core brand of 
goat formula has broken through 1.3 billion Yuan to achieve a 60% year-on-year growth. 
And in 2017, ADY achieved the highest market share of the domestic infant formula. Based 
on the introduction of Liu Meiju, the vice chairman and secretary general of China Dairy 
Industry Association, the formula enterprise with 56 years of development history 
accomplished 7 billion Yuan of sales volume last year, ranking first in the domestic infant 
formula industry. Cai Fangliang, the president of ADY shows that ADY will make a spurt 
towards a target of 10 billion Yuan in 2018. 
After the occurrence of the melamine incident in 2008, so to speak, the most serious food safety 
incident in history, the market share of the domestic formula suffered a sharp decline. But 
fortunately, the domestic formula is always purchased by some customers, and furthermore, 
the purchase quantity has begun to increase greatly since 2017. So, it is rather significant both 
in theory and practice to know the influence factors of customer's purchasing behavior. 
1.2.3 The demand for infant formula in China  
In this section the demand for infant formula in China, which has varied significantly over 
recent decades, is presented in relation to sources of infant formula 
Research report of 2016-2022 China's infant formula market supply and demand forecast and 
investment strategy (2015) shows that the infant formula industry saw an apparent decrease 
after the milk scandal of 2008, and average consumption growth in particular slowed down 
sharply. Sales growth of infant formula, however, remained above 20% from 2009 to 2013; 
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and China’s infant formula production from 2010 to 2014 was relatively stable with the main 
driver of this being price.  
After the melamine event, consumers began to focus more on quality; and, as a result, they 
began to turn to foreign brands, correspondingly increasing the imports of infant formula. A 
total of 900,000 tons of infant formula was delivered to China in 2014, ten times larger than 
the 90,000 tons in 2007. China's own infant formula production in 2010-2014, however, saw 
no obvious growth, staying around 1,500,000 tons. 
Commencing in 2013, the industry entered a new stage with the rise of e-commerce and cross-
border e-commerce, which has impacted the existing system and brought a reduction in price. 
After comparing prices for the same product from different channels, we find that the lowest 
price and medium price for online overseas shopping are 30% and 15% lower, respectively, 
than the price at supermarkets. According to Research report of 2016-2022 China's infant 
formula market supply and demand forecast and investment strategy (2015), market share of 
infant formula fell off from 85.7% in 2013 to 81.5% in 2014, with this difference being a result 
of online overseas shopping. The industry concentration ratio was lowered for a complex mix 
of products through online overseas shopping. The amount of infant formula purchased through 
online overseas shopping reached about 10 billion yuan in 2014. The top eight infant formula 
milk brands from China registered a market share of 65.5% in 2014, including four import 
brands and four domestic ones. Import brands import products through standard channels or 
invest in plants in China; while some foreign products are bought through online shopping, 
thus directly affecting these import brands. However, Figure 4 shows that domestic brands still 
occupy 45% of market share. Nevertheless, despite this, the huge potential of China’s market 
attracts an increasing focus by and influx of global brands. Thanks to favourable policies, Sino-
foreign joint ventures have already become a trend for infant formula in China. Abbott and 
Fonterra, for example, entered into an agreement to build a cow-breeding base in China. Royal 
Friesland Campina N.V., one of the top five global dairy players, announced a joint venture 
with China Huishan Dairy Holding Co., Ltd in 2014. 
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1.2.4 Trends in China's infant formula industry 
1.2.4.1 Effect of lifting of only child policy on infant formula demand 
Infant formula is for newborn children aged 0-3 years (Ellen, 2015). The total consumption 
depends on baby population and average consumption. As those from the second baby boom 
in the 1980s-1990s grew to childbearing age, there was a gradual growth in the newborn 
population from 2005 onwards. The current minor peak is expected to last until 2017; while 
China currently welcomes an average of 16 million new babies every year. Assuming that the 
current fertility rate stays the same, this birth rate would remain steady, using most fertile 
women aging 20-29 as the base and considering late childbirths (Raw, 2016). 
After implementing the "selective two-child policy", China's birth rate increased to 1.24% in 
2014, 0.7 points higher than the natural growth, but still lower than expected (Jiang, et al., 
2016). The National Health and Family Planning Commission responded to "the end of one-
child policy" for the first time in July of 2015, saying that "relevant policies are being 
formulated". If the "two-child policy" is implemented in full, China's baby boom is expected 
to continue for another 5-6 years, to 2020. If the fertility rate increases by 10% after the policy 
implementation, an additional 8.5 million new babies will be born in 2016-2020, meaning an 
average increase of 1.7 million per year and 10% growth in demand for infant formula. 
In China in 2015, 27.8% of infants under six months are exclusively breastfed; as compared to 
67% in 1998. However, in the USA, only 25% of infants under six months are exclusively 
breastfed, as compared with 38% globally (National Health and Family Planning Commission, 
2016). Considering that breastfeeding is promoted, the rate of breastfeeding is not likely to 
drop. The future growth in per capita consumption of infant formula in China is mainly 
supported by the narrowing of the urban-rural gap brought about by urbanization. China's per 
capita consumption of infant formula in rural areas is only half of that in cities, while a newly 
urbanised population as a result of the process of large-scale urbanization is expected to push 
up the consumption of infant formula.  
1.2.4.2 Offline channels for mother and infant products 
Traditionally, consumer goods are sold by manufacturers via distribution or direct channels 
(Tang, 2015). In other words, products are sold by manufacturer to dealers, who then deliver 
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goods to retail terminals, including marketplaces, shopping malls, farmers’ markets, and 
grocery stores. Finally, sellers will purchase these goods at retail terminals (Zhang, et al. 2015). 
However, this traditional sales model has had its weaknesses. Firstly, manufacturers obtain no 
insights into consumer needs without having direct contact with them; and retail terminals, 
though having customer information, were reluctant to share the information with 
manufacturers (Niu, et al. 2015). As a result, manufacturers could not develop effective 
marketing strategies. Secondly, there was a complex network of channels, with thousands of 
retail terminals in just one city, which meant a bulk of dealers were needed for an overall 
coverage. This resulted in slow expansion and challenging management of channels (Tang, 
2015). 
1.2.4.3 E-commerce development of mother and infant products 
The advent of internet technologies has facilitated the creation of e-commerce consumption, 
and disrupted the traditional sales model. E-commerce sales are different from traditional sales 
in two areas. Firstly, e-commerce sales realize direct contact with consumers with no dealers 
and retail terminals involved (Wang, 2007). Consumers can have access to products offered 
for sale on the Internet wherever they are, as long as they are connected to the Internet. 
Secondly, Internet-based sales allow manufacturers to collect consumption data (CIllin, 2015). 
For FMCG (2015), which are purchased by consumers in a short time, big data analysis enables 
manufacturers to know individual consumer appetites, and to develop precision marketing 
strategies as a result. From Figure 11, a growing proportion of e-commerce channel sales is 
seen in sales channels of infant formula products, with 28% in 2014, nearly doubling that in 
2011. In 2016, this chart is expected to hit 37%, surpassing other main channels except mother 
and infant channels. 
The rise of e-commerce channels creates great opportunities for international infant formula 
brands. For Chinese consumers, international brands excel domestic brands in food security; 
but they have limited sales channels, being mainly available in first-tier and second-tier cities, 
and cannot extend into smaller markets as they are still new in the Chinese market 
(Chung,2009). These international brands account for 59% of infant formula sales in first-tier 
cities, far beyond the market average. To explore sales opportunities in third-tier and fourth-
tier cities, agents will be leveraged in traditional models. However, this process will take a long 
time and have high costs. Nevertheless, e-commerce will dramatically reduce consumer costs 
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to buy foreign infant formula brands in third-tier and fourth-tier cities: i.e. consumers can buy 
international brands more conveniently through e-commerce. The top five infant formula 
brands in e-commerce channels currently are Nutrilon, Frios, Wyeth, Abbott and Mead Johnson, 
all foreign brands (China Dairy, 2016). 
China has a huge market in terms of mother and infant products, which is expected to grow to 
a 2.5 trillion market in 2016 (China Dairy, 2016). With vast users and flow, integrated e-
commerce platforms will occupy a larger market share, with ranking basically certain; while 
the constant emergence of vertical manufacturers will intensify industry competition. Tmall is 
the largest platform for mother and infant products, with the sales accounting for 56% of total 
sales across all e-commerce channels. 
1.2.4.4 Development of online sales in China 
Online shopping has become one of the main sales outlets in China. On 11th November 2014, 
the ‘11.11’ promotion by Alibaba (an online shopping platform) had 9.52 billion dollars 
turnover for this single day. 
In the 19th century, marketing promotion mainly used printed advertisement. This traditional 
method continued until 1920, when the emergence of popular new media advertisement such 
as radio and TV increased sharply, which remains important shares of today promotion mixes 
(Shin 2014). However, in recent decades, the rapid development of the Internet has laid the 
foundation for online promotion (Kisiolek 2014). For example, online promotion on Facebook 
has transformed this social media platform, from its origins in 2003 with 1 million users, to 
1.15 billion in 2013 (Facebook 2014).  
Online promotion is a communication tool that can help build brand awareness, stimulate 
demand, retain customer loyalty, identify prospects and engage with customers through the 
messages expressed (Lim et al., 2011; Lohtia et al., 2007). An online promotion plays on a 
website as a signal to attract consumers’ attention, helping the brand to highlight and 
differentiate itself on the Internet, and to impact consumers’ purchase behaviour intentions.   
Palazón and Delgado (2005) point out that the different types and number of brand associations, 
such as brand awareness and consumer brand preference, will be affected by the differences in 
customers’ promotion experiences. In short, the better the quality of consumer promotion 
experience, the more likely is consumer preference and brand awareness. 
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1.2.5 The price of infant formula in China 
Table 1.2.5：Average price of domestic made and imported 
 Average highest price (Yuan) Average lowest price (Yuan) 
Domestic-made infant 
formula 
272.87 218.13 
Imported infant formula 
(physical shops) 
316.26 272.57 
Imported infant formula 
(Online shops) 
288.35 144.87 
 
From the table we can see the average highest price between domestic-made and imported 
infant formula is not large, only 44 Yuan difference, which equals 7.3 US dollars, and for the 
average lowest the price difference is around 54 Yuan, which equals 9 US dollars. Compared 
with the original price, this difference is not significant. However, for the online price, the 
highest price is in between that of the domestic made and imported sold in physical shops, 
therefore the price different is not significant. For the lowest price, its much cheaper than the 
physical shops and domestic made, at only 144.87 Yuan, but this is mainly because of the 
problem of fakes and vicious competition of the e-commerce platforms. Therefore, from the 
result of the difference of average price between domestic-made and imported infant formula, 
it is not significant. 
 
1.3 Research problem 
Statistics from the Chinese government (2018) show that the market for domestic infant 
formula is under recovery, with more and more Chinese consumers starting to choose these 
products. However, as a customer of domestic infant formula in China, the 2008 melamine 
incident has become a kind of misgiving incapable of being dispelled from the customer’s mind 
when making a decision to purchase infant formula. Therefore, any policy actions from the 
government or any actions from the dairy enterprise are critical. Undoubtedly, the consequence 
of the melamine incident has been disastrous as it has affected Chinese customers’ confidence 
in the industry. However, from industry perspective, many consumers have continued their use 
of the domestic formula, and the proportion of such consumers has gradually increased over 
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the last few years (Jiang, 2018). Understanding this resurgence in demand for domestic infant 
formula, despite the occurrence of multi-brand crises, will provide interesting insight to both 
the government and the dairy industry when developing relevant policies.  
Therefore, we pose the research questions: why have Chinese consumers continued to purchase 
domestic infant formula despite being aware of the incidences of melamine contamination in 
some local brands, and what is the reason for the resurgence in sales of domestic formula in 
recent years?  
 
1.4 Research Questions 
The main research questions is: why have Chinese consumers continued to purchase domestic 
infant formula despite the 2008 melamine contamination crisis. 
Research question 1: What is the reason for the recent increase in consumption of domestic 
infant formula? 
Research question 2：What factors influence consumers’ purchasing behaviour of domestic 
infant formula? 
Research question 3: What is the level of trust or confidence of Chinese consumers in the 
government and in business in handling and preventing such crises? 
Research question 4: What is the role of country of origin, consumer ethnocentrism, 
nationalism and brand beliefs in Chinese consumers’ purchase decision relating to infant 
formula?  
 
1.5 Research objective  
With the dairy industry as the research target and melamine contamination as the entry point, 
this work comprehensively analyses the phenomenon of multi-brand crisis from the angle of 
the purchaser of domestic infant formula. In this respect, the work involves a descriptive 
analysis of industry confidence recovery after a multi-brand crisis, using market survey data of 
the dairy industry from 2015 to 2018. By carrying out an impact analysis of customer behaviour 
after the multi-brand crisis and an empirical analysis on the repair strategy with country of 
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origin effect, this work systematically studies the degree of influence and consequence of a 
multi-brand crisis on customer behaviour. Specifically, this work does the following: 
(1) Analyses the current situation of industry confidence recovery after a multi-brand crisis 
and reveals the characteristics of decisive behaviour of customers after such an event 
between imported infant formula purchaser and domestic infant formula purchaser. 
(2) Studies the behaviour of government, industry and enterprises that improves industry 
confidence after a multi-brand crisis, with a focus on the influence of country of origin on 
customer decisive behaviour and industry trust. 
(3) Explores measures to repair industry confidence after a multi-brand crisis. 
1.6 Theoretical rationale 
References about the above realistic problems show that the current academics have produced 
a large amount of studies on the influences of a single-brand crisis on brand trust (Siomkos and 
Kurzard, 1994; Niraj, 2000; Vassilikopoulou and Siomkos, 2009; Fang Zheng, et al., 2011; 
Wang Xiaoyu, et al., 2009). Research results show that, when a brand experiences a product 
harm accident, a large amount of enterprises in crisis, and negative information on brands may 
distort consumers’ quality perceptions and increase consumers’ perceived risk. Therefore, 
consumers’ attitude to enterprise brands and product brands may be affected, to decrease the 
consumers’ trust in such brands (Folkes and Kotsos, 1986). Some scholars discuss the 
influences of crisis events on trust from the angle of attribution. They conclude that the 
attribution result of a product harm crisis may affect consumers’ acknowledgement of the crisis, 
the discrimination of responsibilities, and the perception of danger. Therefore, consumers’ trust 
and purchase behaviours will be affected (Tomlinson and Mayer, 2009; Iaufer and GIGillespie, 
2004; Klein, 2004; Laczniak et al., 2011; Kathleen and Cleeren, 2008). In addition, Tomlinson 
et al. (2004), Lewicki and Bunker (1999), Gillespie and Diez (2009), and other scholars have 
found that the most direct threat of product harm crisis is the violation of consumer confidence. 
Brand trust therefore be improved by trust recovery. In addition, Tomlinson et al. (2004) and 
Lewicki and Bunker (1999) claim that, although studies on a single-brand crisis have been 
increasingly mature, multi-brand crises have occurred frequently in recent years, to cause a 
huge crisis in the industry. Therefore, academics and trade unions have started to pay more 
attention to studying the multi-brand crisis for its influence on degree and reason for industry 
confidence. It can be seen that brand crisis is a hotspot in recent research, while previous 
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research studied a large number of influence factors, including brand crisis and brand 
confidence (Siomkos and Kurzard, 2011; Ahluwalia et al., 2000; Roehm and Tybout, 2006). 
All of these research results help us to have a more comprehensive acknowledgement of brands, 
and provide rational theoretical foundations for research strategies in the study of enterprises 
in crisis. However, there are still various problems to be further discussed. For example, most 
studies focus on phenomena after a single-brand crisis; while the discussion on the influences 
of decreases in industrial crises and industrial trust on customer behaviour is not sufficient. At 
present, the multi-brand crisis occurs more frequently in the industry, so a study of the influence 
of the degree and consequence of multi-brand crises on customer behaviour is helpful for 
improving industry confidence. 
After settling relevant references about brand crisis, scholars have made many studies on the 
influences of a single brand crisis on enterprises, brands, and consumers. However, studies on 
industry confidence are insufficient, mainly reflecting the following aspects. 
 (1) The studies on industry confidence in multi-brand crisis are still few. Although Grayson 
et al. (2008) have defined industry confidence, and claim that industry confidence is the trust 
not only for the company but also for the industrial environment (imported and domestic 
environment), there is still no comprehensive study on the influences of multi-brand crisis on 
industry confidence recovery.  
(2) Most behaviour studies (Siomkos and Kurzard, 2011; Ahluwalia et al., 2000; Roehm and 
Tybout, 2006) on trustees after crisis always offer discussion on the view of government, 
enterprise, or consumer, rather than a comprehensive view of the domestic product purchaser 
and imported product purchaser after multi-brand crisis. 
(3) The previous trust recovery strategy is only for the company or other individual unit, while 
the influence factors and strategy of trust recovery in the whole industry are not studied 
(Tomlinson and Mayer, 2009; Iaufer and GIGillespie, 2004; Klein, 2004; Laczniak et al., 2011; 
Kathleen and Cleeren, 2008).  
(4) The research subject in previous studies is singular, while systematic studies on multi-brand 
crisis are few. 
Scholars have conducted many studies on the factors and effects of origin effect but relatively 
rare studies exist of the relationship between origin effect and trust. In particular, there is almost 
 PhD Thesis | Rongxi Hu 
26 
 
no study of how to take advantage of origin effects to improve consumer confidence after a 
multi-brand crisis. Therefore, 5) most studies on brand crisis pay attention to the consumer 
reaction and coping strategy of enterprises after a single-brand crisis. However, studies on the 
correct way to solve a multi-brand crisis by origin effect are relatively few and insufficient, 
while deep studies on the solution to the trust crisis of consumers in respect of the whole 
industry are also relatively rare. 
 
 
1.7 Theoretical significance 
Based on the discussion and conclusion of studies about brand crisis, trust, and origin effect, 
the present research analyses the current situation and characteristics of industry confidence 
after the recent multi-brand crisis, establishing the customer decisive model based on trust, and 
investigate the origin effects on this model. Major theoretical significance can be concluded as 
follows: 
(1) The studies on industry confidence in multi-brand crisis is very limited, the present work 
breaks the traditional focus on “single brand crisis”, paying attention to the recovery of 
industry confidence after a multi-brand crisis. Country of origin effect, used in many 
enterprises, is innovatively introduced by comprehensive consideration. Moreover, the 
influence of multi-brand crisis on customer decisions is inspected close to the fact. 
Therefore, the connotation and extension of brand trust and crisis theory are effectively 
expanded. 
(2) There is still no comprehensive study on the influences of multi-brand crisis from domestic 
product purchaser perspective. The present study further discusses the phenomenon of 
multi-brand crisis and the current situation of industry trust based on the melamine incident, 
as well as the influence of origin effect on industry trust. Moreover, the behavior of trustor 
and trustee affecting industry confidence is analyzed to further study the influence of both 
parties on industry confidence after a multi-brand crisis. A strategy to repair industry trust 
for enterprises is proposed to provide a new theoretical perspective to the comprehensive 
study of industry confidence. 
(3) This work attempts to make a clear definition and dimensional construction for multi-brand 
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crisis, industry confidence, and other core conceptions, based on trust-source theory, trust-
repair theory, perceived-risk theory, planned behavior, and country of origin theory. 
Moreover, trust crisis caused by multi-brand crisis and relevant solutions are discussed and 
described according to these theories. Therefore, a new research direction is constructed. 
(4) This study is the first to introduce the concept of consumer forgiveness into multi-brand 
crisis research. In the previous studies, the consumer forgiveness mainly used in the area 
of service marketing only, there is no research on consumer forgiveness in area of multi-
brand crisis. 
(5) This research used a hard measure of actual purchase behaviour instead of purchase 
intention. The present study on consumer behaviors after multi-brand crisis are always 
using purchase intention as the measurement. However, in this research, actual purchase 
behaviour has been used as the measurement.   
1.8 Practical significance 
The rapid increase of China’s market economy is driving the swift development of many 
Chinese industries, expanding domestic demand, and improving the people’s living quality 
(Chen, 2014). Therefore, customers can buy various kinds of products of diverse brands. 
However, a series of crises in several brands in recent years has severely affected customers. 
From the melamine event in the dairy industry to plasticizer event in the liquid industry, 
customers have started to lose confidence in many industries, and this has even cast a shadow 
over the whole industry (Chen, 2014). In order to make a contribution to effective repair and 
improvement of industry confidence, this work makes a deep study on the causes of brand 
crisis, the influence and consequence of multi-brand crisis on industry confidence, and repair 
strategies, with the melamine event as an example. On this basis, the practical significance of 
this work is as follows: 
(1) Relevant achievements in this work can help enterprises, industrial association, and other 
units know more about factors causing customers’ decisive behavior changes after a multi-
brand crisis event. 
(2) The study on the internal mechanism of industry confidence and the introduction of origin 
effects on trust in this work can help Chinese dairy enterprises and other industries recover 
from food contamination risks in the future. 
(3) This work proposes a strategic study on the influence factors for and repair of industry trust. 
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It can help industries with low trust find deficiencies from various angles, make profound 
analysis of the reason for such problems, and provide decision bases for decisions to 
improve industry trust. 
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1.9 Organization and structure of the thesis 
This thesis is organized into seven chapters. 
Chapter One gives a detailed introduction to the topic, its background, and emphasizes the 
problem statement, research objectives and research questions. It also provides the theoretical 
and practical significance of the research study. 
Chapter Two comprises an extensive literature review and the major theoretical fundamentals 
for the present thesis, drawn from work on consumer behaviour models, theories and 
approaches, which are essential to understanding consumers’ purchase intentions. The main 
purpose of the present research has two aspects: firstly, to analyse the characteristics of 
consumer decision-making behaviour after a multi-brand crisis; and secondly, to examine the 
extent to which perceptions of country of origin influence the consumer decision-making 
process. 
Chapter Three describes the research design and methodology. Issues discussed in this chapter 
include the qualitative research approach, visual documentation, focus-group interviews, 
sample for focus-group interview, and details of focus group in China, and quantitative research 
approach, sample for questionnaire and ethics considerations. 
Chapter Four deals with data analyses and discusses the results of the qualitative research. The 
sample characteristics and the results are duly presented. 
Chapter Five is the data validation and analysis, the data has been divided into two group – 
imported purchaser group and domestic purchaser group. The reflective measurement model 
and structural model assessment are used to analysis the data. 
Chapter Six deals with research findings and discusses the results of the quantitative research. 
And brings all of the research and findings together to draw conclusions from both qualitative 
and quantitative in line with the under-researched areas discovered in the previous literature. 
Which highlights the unique contributions to theory, while the implications for management 
and gives recommendations for future academic and practitioner research were presented. 
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CHAPTER TWO: LITERATURE REVIEW 
2.1 Introduction 
This chapter presents an extensive literature review and the major theoretical fundamentals for 
the present thesis, drawn from work on consumer trust models, theories and approaches, which 
are essential to understanding consumers’ purchase behaviours. The main purpose of the 
present research is twofold: first, to analyse how a product harm crisis affects consumers’ 
behaviours; and second, to examine the extent to which factors related to trust influence 
consumers’ purchase behaviours. 
Consequently, this chapter elucidates the product harm crisis, diverse constructs and a literature 
review addressing trust-mechanism theories and models, detailing insights into the trust 
mechanism in the context of consumers’ purchase behaviours. In addition, this chapter also 
presents the conceptual framework for the present research, as well as the focus-group 
questionnaire template. 
The following literature review discusses two key aspects to explain the significance of the 
country of origin in the context of consumers’ purchase intentions: 
1. Macro overview of food related behavioural theories; 
2. Literature review related to previous researches on product harm crises 
 
2.2 Macro overview of food related behavioural theories 
There exist a lot of research on the impact of safety issues on consumer’s food choices (table 
2.2) 
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Table 2.2 Macro overview of food related behavioural theories 
Author(s) Food safety problem Investigated factors 
Berg, L. (2004) Mad cow disease Trust and Gender 
Buller, H., & Morris, C. 
(2003) 
Farm Animal Welfare Brand attitude and 
Purchase behavior 
Falkheimer.J (2015) Horsemeat Scandal Quality of products ,Risk 
and Trust 
Michiel K. & Arthur P. 
(2010) 
2007 Bernard Matthews 
H5N1 outbreak 
Trust and Risk 
Bartels D. (2001) Mad cow disease Ethnocentrism and 
Purchasing behavior 
WG Kim (2007) Bird flu and mad cow 
disease 
Co-Branding, Brand 
Loyalty and Trust 
Lara A, Kelly P W, Lynch 
B. (2002) 
2008 Irish pork crisis Price, Cost, Trust and 
Risk 
Lohr L. (2001) Organic food  Quality, Safety and 
Country of Origin 
 
A review of the above-mentioned studies suggests that factors such as risk, trust, brand attitude, 
brand loyalty, ethnocentrism, country of origin, quality of products, price and demographic 
factors play important roles in the handling of product failures. However, there is not much 
research on the interactions between these factors, as all of them have been lumped into 
categories related to trust, risk or purchase behaviour. 
Wansink’s (2004) study indicates that as consumers’ perceptions of food-safety risk increases, 
they have increasingly high need for food safety relevant information. Yeung & Morris’s (2001) 
research on consumer food-safety behaviours shows that risk perception plays an important 
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role in influencing consumers’ purchasing decisions. Research led by Hornibrook, McCarthy 
& Fearne (2005) demonstrates that there is a negative correlation between risk perception and 
consumers’ food-purchasing intentions. Pinghua et al. (2007) studied the differences in 
consumers’ perceptions of food-safety issues and found that consumers who live in urban areas 
and who have higher education and higher incomes are more concerned with food-safety 
incidents. Besides, consumers’ awareness of food quality and safety significantly affects their 
attention towards food-safety issues.  
Wu Linhai et al. (2009) believed that consumers have already realised the importance of quality 
certification logos and will purchase food according to labels, prices and brands to avoid food-
safety risks. Through an empirical analysis of food-consumption behaviours in Nanjing 
supermarkets, Zhou Yingheng (2010) points out that food-safety information affects 
consumers’ purchase intentions for safe foods by influencing their attitudes, and their 
behaviours change significantly after receiving certain information. The research of Quan 
Shiwen and Zeng Yinchu et al. (2011) indicates that during the recovery phase of their purchase 
behaviour, consumers are more likely to make purchases if they possess a higher level of trust, 
and they are more likely to take risks when they possess a better understanding of safety 
knowledge. Due to the fact that consumers purchase less food after safety incidents, it can be 
concluded that knowledge, risk propensity and trust are still important elements affecting 
consumer behaviours during the recovery phase of purchases. In this stage, governments and 
companies take measures to increase consumers’ knowledge and to promote consumers’ trust 
in a timely and effective manner, thus reducing consumers’ perceived risks. Cheng Pei and Yin 
Zhiyang’s (2012) study uses clenbuterol as an example, stating that consumers’ reactions to 
food-safety incidents are not only affected by risk perception but also by risk preferences, as 
well as interactions between the two. As a result, risk preference plays an important role in 
understanding and predicting consumers’ reactions to food-safety incidents. In research on the 
influence of food-safety awareness on consumer behaviours, Chen Lu (2012) found that 
consumers’ perceptions of safe foods are mainly influenced by gender, educational background, 
trust in safe foods and other factors; well-educated groups, female consumers and those who 
work in the food-safety industry generally have higher awareness of food safety than other 
groups do. 
As in the abovementioned researches, all the factors have been linked with trust and/or risk 
and/or purchase behaviour. Therefore, this research will use the Trust-Risk model as a 
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theoretical framework to investigate the mutual influence of various factors (Brand Attitude, 
Brand Loyalty, Ethnocentrism, Country of Origin, Quality of Products, Price, Demographic 
Factors). 
2.2.1 The impact of brand crisis upon consumers 
Brand crisis could bring fatal harm to an enterprise. During such a crisis, negative information 
of an involved enterprise would be widely spread and influence the attitude of consumers 
toward the enterprise (brand) (Siomkos and Kurzbard, 1994). 
During the product crisis, consumers will acquire information about the crisis from all kinds of 
channels, increase their perceived risks, and show negative moods such as tension, irritation, 
anger or even rage, which leads to a decrease in their purchase intention. The current studies 
mainly cover the following aspects of brand crisis. 
Firstly, brand crisis increases the perceived risks of consumers. The concept of perceived risk 
were first put forward by Bauer (1967), who believed that action would certainly be 
accompanied by risk, as any purchasing behaviour by consumers would bring uncertain, 
unpredictable and unpleasant consequences (Holakia, 2001; Mahon and Cowan, 2004). Cox 
(1967) defined the perceived risks further, as he believed that perceived risks were a function 
between the uncertainty of consumers' subjective perceptions and the failure of results to reach 
consumers' goals; which covered the comparison among functional goals, performance goals, 
psychological goals and the cost; and thus, risks arose when goals could not be reached. The 
risks arise from subjective perceptions of consumers and have nothing to do with objective 
risks. Besides this, consumer psychology also claims that those potential downside risks vary 
in nature, and thus divides them into different dimensions to calculate different losses. Roselius 
(1971) put forward three kinds of perceived risks: heath risks, money risks, and time risks. 
Kaplan et al. (1974) added psychological risks and social risks on this basis. Meanwhile, on 
account of the retail market, Mitchell and Greatorex (1988) divided the perceived risks of the 
English wine market into such four aspects, monetary, functional, physical, and social. Mitchell 
(1998a) put forward risks of five aspects, physical risks, functional risks, money risks, time 
risks, and psychological risks; and he claims that multiple dimensions contribute to the 
understanding of perceived risks (Mitchell, 1999). As for service marketing, Mitra et al. (1999) 
put forward risks of six aspects, physical risks, functional risks, time risks, social risks, money 
risks, and psychological risks. 
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After a brand critical incident, the perceived risks for consumers increase. Their perceived risks 
of product injury incidents show a negative correlation with the consumer trust: the bigger the 
perceived risks, the less trust in the brand (Zeng, 2008). Meanwhile, brand crisis arouses 
negative moods in consumers. Most studies have already proven the impact of brand crisis 
upon the attitude of consumers, as consumers show such negative moods as rage, 
disappointment, numbness and doubt after a brand crisis, and then express resistance, or even 
vengeance, to the enterprise, for the purpose of relieving or releasing these negative moods. 
The more serious the product injury incidents, the stronger the negative moods of consumers, 
and the higher the possibility for consumers to have negative resistance (Yan el al, 2010). In 
addition, the negative word-of-mouth communication related to product injury incidents will 
also raise the negative attitude of consumers (Wang et al, 2008). The higher the negative 
attitude of consumers, the stronger their resisting intentions against the product, and the faster 
the drop in trust. 
Secondly, brand crisis decreases the purchase intentions of consumers. First of all, the brand 
crisis influences the consideration set of consumers, which refers to the brands with positive 
thinking and evaluation by consumers during the purchase decision-making process. A product 
is likely to be chosen only on the premise of it entering into the consideration set. This is an 
important ‘threshold’ for a brand to be chosen by consumers. Erdem and Swait (2004) tested 
the impact of brand credibility upon the consideration set by using investigation data, and their 
findings show that the higher the brand credibility, the more considerations; and that, 
meanwhile, brand credibility also could bring in an indirect accelerating effect to reduce 
perceived risks. Wang Xiaoyu et al. (2006) further explored the impact upon consumers' 
consideration set from the perspective of critical incident treatment; and they found that the 
consumers' consideration set will increase with a series of changes under the influence of a 
brand crisis. No reaction of the enterprise after the crisis will influence the consideration set of 
consumers, while a dual reaction of the enterprise and experts will stimulate the consideration 
set of consumers. 
 
 (2) Consumers' behaviours after brand crisis 
After a brand crisis, consumers’ purchasing behaviours change, which changes are mainly 
presented as negative purchase intentions toward company products, stopping of purchasing, 
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and conversion to rivals' brands and so on, and which thus lead to a decrease in company 
earnings (Tsang et al, 2000; Laufer and Gillespie, 2004). Kathleen el al. (2008) conclude that, 
after such a crisis, consumers’ purchasing habits, product characterist ics of use, brand 
credibility, advertising and publicity influence their purchasing behaviours significantly, 
among which, brand credibility was in direct proportion to purchase intentions. Siomkos (2010) 
claims that purchase intentions should not just cover the study of consumers’ purchasing of 
involved enterprise products, but also cover the study of consumers’ purchasing of rivals' 
brands. After product injury incidents, consumers’ trust in the enterprise drops, with searching 
for new brands and then conversion to rivals' brands, as well as an increase in purchase 
intentions toward rivals' brands. This is due to an increase in perceived risks for consumers 
under the influence of the crisis, and their purchase decision-making then changes accordingly. 
In recent years, studies show that a certain link exists between perceived risks and purchasing 
behaviours, and perceived risks are an important explanatory variable of purchasing behaviours. 
Huang et al. (1993) found in their empirical studies that consumers would reduce their 
purchasing when they deemed the food as contaminated. Likewise, Eom (1994) proved a drop 
in consumers’ trust in food with pesticide contamination and the reduction of perceived risks 
through restraint on their purchase. These studies all emphasize the subjective nature of 
perceived risks during purchasing and show a negative link between purchasing and perceived 
risk. The larger the risks consumers encounter, the stronger the excess of tolerance, and the 
greater inclination of consumers to take measures to reduce risks: through, for example, the 
purchase of famous brand products or products with quality warranty, and the search of 
information by means of various reliable information channels. Roselius (1971) put forward 
eleven strategies for risk reduction, such as brand loyalty, brand image, governmental test, 
private test, store image, free goods, refund guarantee, comparison among many brands, 
products of higher price, and certificates of honor or public praise. Mitchell and Greatorex 
(1990), furthermore, put forward fourteen strategies for risk reduction in the purchasing of 
products and services on this basis, with the addition of customer guide, product information, 
selection of expensive goods and special offers, and the deletion of governmental test and 
private test. Yeung and Yee (2003) summarized severnteen strategies for risk reduction on this 
basis, which are purchase of brand products, product test, store image, special offers, refund 
guarantee, comparison among many brands, selection of expensive goods, celebrity 
endorsement and recommendation of families and friends, and ranked them according to the 
usage, risk category, and purchasing condition. 
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2.3 Multitude of Associated Consumer Behavioural Theories 
2.3.1 Review on literature of country of origin theory 
Since Schooler’s pioneering (1965) work, the concept of Country-of-origin (COO) has been 
extensively studied by researchers in the fields of marketing and consumer behaviour (Bilkey 
and Nes, 1982; Peterson & Jolibert, 1995; Pharr, 2005; Verlegh & Steenkamp, 1999). Farley 
and Tan (1987) claim that COO is the most researched international aspect in the consumer 
behaviour field. Researchers (Lim et. al., 1994; Ozsomer & Cavusgil, 1991; Pappuet al., 1991; 
Pappu et. al., 2006) suggest that, in this research area, the experiential and conceptual results 
have been mixed.  
Many studies (Ahmed et al., 2002; Liu & Johnson, 2005; Tse & Gorn, 1993) show that 
consumers’ purchase intentions are highly dependent on COO. On the other hand, in other 
research different perspectives on COO are presented (Ettenson et al., 1988; Samiee et al., 2005; 
Usunier, 2006). Studies which claim that COO has a significant impact are tested in consumers’ 
decision making processes; while other studies disagree with this claim. Some researchers 
(Eroglu & Machleit, 1989; Laroche et al., 2005) have suggested that there are consequences as 
the result of context-specific factors; while others point to consumers’ perceptions of COO 
(Pharr, 2005; Pappu et. al., 2006) as moderating the significance of COO in terms of purchase 
intention. In this respect, research in marketing, especially in international marketing, has 
identified two context-specific factors: product familiarity (Halo effect, summary construct) 
(Johansson, 1989; Lee and Ganesh, 1999); and product involvement (Ahmed et al., 2004; 
D’astous and Ahmed, 1999). The role of these two factors, however, remains unclear; and the 
need for further research has been indicated (D’astous & Ahmed, 1999; Laroche et al., 2005; 
Pharr, 2005; Phau & Prendergast, 2000; Phau & Suntornnond, 2006). 
Following this brief overview of COO and its theoretical dimensions, Section 2.2.1 will discuss 
the macro and micro tenets of COO. 
2.3.1.1 Cognitive aspects of country of origin effect 
There are many information processing models in decision making research that show that the 
judgments of product quality are concluded from cues (Steenkamp, 1989). If the basic 
condition for cue selection, such as source credibility, issue involvement, and social influence 
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are met, the use of a cue is determined by consumers’ perception of a product’s predictive value. 
Moreover, the predictive value also refers to the judgment of the perceived strength in relation 
to a cue and the attribute (Olson 1972; Steenkamp 1989). The predictive value of cues is 
influenced by two aspects: 
a) The ecological or observed variables in relation to the cue and attribute (Steenkamp 1989).  
b) The perceived theoretical or intuitive in relation to the cue and attribute (Pinson, 1986; 
Broniarczyk & Alba 1994) 
Narrowed down to country of origin, the above-mentioned relationship is shaped by products’ 
country of origin, which are cognitive of a particular country’s products, political, environment, 
culture and other national characteristics (Ger, 1991; Askegaard & Ger, 1998). These effects 
continued even when subjects have actually experienced the product, and changed into inertial 
experience toward particular country. 
Researchers have established a theoretical framework for the relationship between consumer 
preferences and perceptions of national economy, culture and politics (Roth & Romeo, 1992). 
Their findings show that, when consumers evaluate a particular product with a Made in __ 
label, these evaluations are based on the match between product and country. 
2.3.1.2 Affective aspects of country of origin effect 
Country of origin effects are not only attributed to the cues of product quality, but also contain 
strong emotion and affection. It may be formulated by direct experiences (visiting or holidays) 
or indirect experience (mass media, online promotion and traditional promotion) with countries. 
These implications may affect product or brand attitudes of consumers (Obermiller & 
Spangenberg, 1989). They also argue that this situation is limited to some particular cases, 
when the affective toward a country is significant. 
These aspects reflect a slender view of the impact of affective associated with evaluation of a 
country and its products. There are many studies showing that consumers can link country of 
origin to ‘autobiographical memories, country or ethnic identities and affective of status 
associated with the products from a particular country’ (Hong & Wyer, 1990; Hung, 1989; 
Roth and Romeo, 1992; Fournier, 1998). Based on those studies, country of origin, therefore, 
refers to an image or expressive attribute. Image attributes ‘reveal how product use and/or 
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ownership associates the consumer with a group, role or self-image’ (Lefko-Hagius & Mason, 
1993). Expressive motives ‘would embrace esteem, social and self-actualization needs...’ 
(Mittal, Ratchford & Prabhakar, 1990). 
2.3.1.3 Normative processes of country of origin effect 
The behaviour of a country’s consumer product purchasing is a means of supporting the 
economy of that country, and is therefore seen as a moral action. The research conducted by 
Klein et al. (2010) shows that Chinese consumers’ willingness to buy Japanese-made products 
is significantly influenced by the negative relationship between the two countries, with some 
Chinese consumers feeling that purchasing Japanese products is equivalent to treason of their 
country. On the other hand, there is evidence that shows that some consumers have a 
willingness to buy products from countries with regimes sympathetic to their own (Friedman, 
1996). 
In addition, another country of origin phenomenon is the norm of purchasing domestic-made 
products (Shimp & Sharma, 2004). Consumer ethnocentrism plays an important role as a 
motivation for decision making in terms of purchasing domestic made products (Shimp & 
Sharma, 1997); which involves consumers’ judgments of morality about purchasing foreign 
products. This is the reason that consumer ethnocentrism is positively related to consumers’ 
willingness to buy domestic made products, and negatively related to consumers’ willingness 
to buy foreign made products (Shimp & Sharma, 1997). 
2.3.2 Review on literature of Consumer ethnocentrism 
Consumer Ethnocentrism denotes the belief that consumers hold about the relevance of 
purchasing products originating in a foreign country (Shimp & Sharma 1987). Ethnocentric 
consumers view their culture as superior to other cultures (Netemeyer et al., 1991). Such 
consumers may think that it is not appropriate, or is possibly even immoral, to buy products 
from other countries (Shimp & Sharma, 1987). This theory, in turn, draws on earlier 
sociological theories (Klein, 2002; Netemeyer et al., 1991; Sharma, Shimp, &amp; Shin, 1995; 
Shimp & Sharma, 1987), especially social identity theory (Tajfel, 1982), which describes 
relationships between in-groups and out-groups. Within this theory, the criteria normally used 
to make a distinction between in-groups and out-groups are nationality and ethnicity. As a 
sociological construct, ethnocentrism refers to the bias of having faith in the superiority of 
one’s own group and inferiority of others (Sumner, 2002). Ethnocentrism helps explain how 
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societies tend to perceive events in terms of their own social, political, and economic interests 
(Sharma et al., 1995). From the perspective of this concept, the consumer who has a relatively 
high degree of ethnocentrism may believe that purchasing the products of other countries 
damages the domestic economy and leads to unemployment. Witkowski (1998) has found that 
the age of consumers is significantly correlated with the phenomenon of consumer 
ethnocentrism: in particular, older consumers are much more ethnocentric than younger 
consumers. 
 
2.3.2.2 The relationship between Country-of-origin (COO) and consumer ethnocentrism 
Consumer ethnocentrism can be explained as a part of the Country-of-origin (COO) effect, 
which is also called the home country bias (Samiee, 1994). It also is a supplemental instruction 
of shortcoming in COO research when the consumers’ home country products are not taken 
into account as a reference point. Previous research indicates that consumer evaluation of 
products of different countries varies significantly depending on their view of particular 
countries of origin (Papadopoulos et al., 1986). The notion that a ladder of external countries 
exists by consumer response variables has been supported by research (Ahmed, d’Astous, & 
El Adraoui, 1994; Kaynak & Cavusgil, 1983). Consumers generally prefer products made in 
their home country (Ettenson et al., 1988; Bannister &amp;amp; Saunders, 1978; Nagashima, 
1970; Kaynak & Cavusgil, 1983). Developed countries (e.g. American and UK) are perceived 
as being connected with superior quality products, whereas developing countries (e.g. China 
and Russia) are perceived as being connected with lower quality products (Han, 1989). 
Consequently, in order to fully comprehend the COO effects for Australian infant formula in 
the present research, the manner in which preferences are attained and improved must be 
determined. The issues related to a clear COO ordering in any specific country are complex 
(Papadopoulos et al., 1986). Firstly, there are the issues related to the consumer’s home 
country. Consumer preference is highly dependent on strong emotional factors related to 
perceptions of their home country’s welfare. Saffu and Walker (2005) found that these 
ethnocentric emotions are strong enough to overwhelm even rational considerations, and lead 
the consumer to ignore quality differences and sacrifice their own personal benefit for that of 
their domestic economy and its products. 
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2.3.3 Review on literature of Purchase intention 
Purchase intention reflects the attitude of the action rather than the object. It is another element 
of customer psychology, which can predict the subsequent actual purchase behaviour (Fishbein 
and Ajzen, 1975; Howard & Sheth, 1969; Bagozzi,1983; Engel, Blackwell &Kollat, 1968). In 
relation to the representation of consumer planned behaviour theory, the actual purchase 
behaviour is affected by belief and attitude through the purchase intention; which means, the 
beliefs and attitudes have predictive functions in forecasting the actual purchase behaviour 
through buying intention, in either a direct or an indirect way.   
However, researcher’s (e.g. Rook, 1987; Penman and McNeill, 2008) claim that from purchase 
behaviour can be evaluated on behaviour continuums and that behaviour intention is affected 
by purchaser’s ability and motivation to spend money or more immediate factors such as 
affordability. 
In the literature (Henry 1976; Howard 1977; Kahle and Kennedy 1988; Steenk, Hofstede and 
Wedel, 1999), a person’s values are also as known as a factor in determining and shaping a 
customer’s repeated usage (Carman, 1978; Yau, 1988), self-dissatisfaction (Rokeach and Ball-
Rokeach, 1989), ideas (Vinson et al., 1977), motivations (Carman, 1978; Yau, 1988; Kahle and 
Xie, 2008), choices towards purchase intention (Carman, 1978; Yau, 1988), purchase 
intentions (Zhou and Wong, 2008), and desire for social approval (Ravlin and Meglino, 1987).  
There is a tradition of consumer behaviour research in the area of the association with Attention 
to Social Comparison Information (ATSCI) and other elements. Calder and Burnkrant (1977) 
point out that group influences can be examined from two perspectives: firstly, they studied 
usage behaviour, product purchase and normative behaviour as affected by the sensitivity of 
social comparison information; secondly, the social comparison information was examined in 
terms of playing a moderator role between product purchase and usage behaviour. 
Correspondingly, research has shown that ATSCI has a moderating effect on relative influences 
of normative consequences and purchase intentions; and has analyzed social pressure as 
regards customer’s high and low ATSCI (Bearden and Rose, 1990). The findings show that 
high ATSCI customer is more likely to obey normative pressures (Lennox & Wolfe, 1984).  
Chiou (1998) studied the relationship between perceived behaviour, subjective norm, and 
attitude, on purchase intentions, with a moderating variable (ATSCI). Fundamentally, this 
study supported the planned buying behaviour theory, partly by selecting the aforementioned 
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variables, which found not only that attitudes, norms and perceived behavioural control are 
strongly and positively related to purchase intentions, but also that group influence has a 
considerable affect; and that the purchase intentions show a discrepancy with different ranks 
of ATSCI by the customer. A low rank of ATSCI will reinforce the impact of attitude on 
purchase intention, moreso than for the customer who has a higher rank of ATSCI. 
2.3.3.1 Purchasing behavior and intention to purchase 
Based on Reasoned Action Theory and Planned Behavior Theory, many studies (Montano & 
Kasprzyk, 2015; Sniehotta, Presseau & Araújo-Soares, 2014; Ajzen, 2015) have made it clear 
that consumers’ intentions engaged in the consumer decision process will significantly predict 
the consumers' actual purchase behaviour. The causal relationship between internal intention 
and actual behaviour is based on a theoretical assumption that consumers always intend to 
make rational decisions using their available resources (Montano & Kasprzyk, 2015). Hence, 
one's intention to (or not to) take a particular behaviour immediately determine that person's 
actual behaviour (Ajzen, 2015). Based on the assumption of intention–behaviour relationship 
discussed above, the present study will specifically examine that the intention to purchase 
infant formula products could directly predict a consumer's actual behaviour of making a 
purchase decision. 
2.3.4 Review on literature of Consumer Attitude 
Attitude is our predisposition for things, and a certain attitude refers to whether we like 
something (Stem, Kalof, & Guagnano, 1995). The importance of attitude is reflected in many 
related fields, including medical practice (e.g. AIDS prevention and control, heart attack 
prevention, smoking cessation or prevention, and responsible drinking), prejudice and 
stereotyping research, as well as marketing (Brown, Ronald T., et al., 2002). Scholars (e.g. 
Bem, 1970; Rosenberg & Hovland, 1960) generally agree that attitude is comprised of three 
components:  
1. The Affective component refers to the feelings or emotions about an object; 
2. The Cognitive component refers to the beliefs, thoughts, and attributes related to an 
object; 
3. The Behavioural component refers to the inertial experiences or behaviours regarding 
an object. 
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Essentially, attitude is the summarization of the judgments of something. Such favourable or 
unfavourable judgment is the core of attitude; and the three factors of attitude are different 
manifestations of such a core judgment (Wilson, 2013). In addition, the elements of attitude 
are also important; and there are two types of attitude: inter-attitude, and intra-attitude 
(Takagi,1969). 
Inter-attitude structure refers to the aggregation of attitude among a group or overall group’s 
thought process; while intra-attitude structure refers to the innate factors of an attitude (Takagi, 
1969). Discordant factors (affective, cognitive and behavioural) of an attitude may produce 
pressure and cause changes in one of the three factors. In some cases, individuals may hold a 
contradictory attitude, which consists of both favourable and unfavourable factors. Many 
attitudes are difficult to change (Bem, 1970). Attitudes are of great value and use, and they are 
usually bound by people’s self-respect and sense of identity. The behaviour to change the 
attitude of others tends to be treated as a threat, and is usually resisted. 
2.3.4.1 The relationship between attitude and behaviour 
Another issue is whether the attitude change generated from persuasive information is 
accompanied by any meaningful behavioural change. As Richard LaPiere (1934) pointed out, 
there might be no significant relationship between attitude and behaviour. In the early 1930s, 
LaPiere, a social scientist, and a Chinese couple, travelled together in the United States. They 
visited a total of 251 hotels and restaurants, and only one refused to receive them. Six months 
later, Lapierre sent them all a questionnaire: Do you accept Chinese guests? He received 128 
replies, with 92% of the restaurants and 91% of the hotels answering “No”, and only one 
answering “Yes” (LaPiere, 1934). Thus, this typical study provides evidence that people’s 
accounts of their attitudes may not be a very reliable basis for the prediction of their actual 
behaviours. 
In a speech in 1963 made by the psychologist Festinger, who developed the cognitive 
dissonance theory, he proposed some basic questions on the experiment of attitude change and 
the consequent behaviour. Festinger (1964) said that he was reading a manuscript by Arthur R. 
Cohen and had discovered an assertion that few studies on attitude change were clearly 
concerned about the subsequent behavioural change. Festinger was enlightened and began to 
make efforts to collect studies on the effect of the attitude change on subsequent behaviour. 
However, he only found three such studies, one of which was Janis and Feshbach’s study on 
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fear appeal (Hovland, Janis and Kelley, 1953). In all three studies, Festinger found that there 
appears to be a slight inverse relationship between attitude change and behaviour change. For 
example, in the study by Janis and Feshbach, it was found that those who most worried about 
their dental status after receiving persuasive information showed minimal behaviour change. 
Festinger believed that this inverse relationship proved that there is a complex relationship 
between attitude change and behaviour change. 
Festinger (1964) claimed that attitude change might not automatically lead to behaviour change; 
and that one of the reasons was that the environmental factors causing the original attitude still 
worked after the attitude change. As a result, after the contact with the persuasive information, 
the attitude may still tend to restore to its original standpoint. Festinger proposed such a 
confronting possibility to scholars of attitude change: that, although scholars had made 
hundreds of experiments on the variables that affect attitude change, these variables of attitude 
change might have no effect on human behaviour.  
Martin Fishbein, meanwhile, recognized that the prediction of a specific behaviour depended 
on many other factors in addition to measurement of attitude. He developed a model that 
included all of the important factors. This model can be summarized as follows: an individual’s 
intention to present a particular behaviour is a function, which belongs to (1) the individual’s 
attitude toward the presentation of such behaviour, and (2) the individual understandings of the 
norms dominating this behaviour and the individual’s motivation to obey these norms. This 
model introduced some key environmental factors, in particular other people’s beliefs about 
this behaviour, and the individual’s motivation to obey these beliefs. If all variables in the 
model could be measured more accurately, the intention of behaviour and the actual behaviour 
itself could be more accurately predicted. Fishbein (1973) reported experiments on the use of 
this model to predict behavioural intention. The correlation coefficient was approximately 0.80, 
which is quite high. It was also found in these experiments that there was a correlation 
coefficient of 0.70 between behavioural intention and explicit behaviour. Therefore, all of the 
key factors proposed by Fishbein were supported by the data. Ajzen (1971), in an experiment 
that continued Fishbein’s study, used Fishbein’s model to show that the attitude change caused 
by the information quality could indeed lead to behaviour change. 
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2.3.4.3 Conation factors 
The meaning of conation is any natural tendency, impulse, striving or directed effort (Corsini, 
R.J. 1984). Conation is one of three parts of attitude, along with the effective and cognitive 
aspects, and is also referred to as the behavioural components of attitude (Wilson, 2013). Put 
briefly, the affective component deals with emotions, the cognitive aspect has to do with 
intelligence, and the conative drives how acts on those thoughts and feelings. However, many 
studies show that the conation aspect has no direct significant relationship with country of 
origin, towards product evaluation and/or preferences, but has a more indirect significant 
relationship with other consequences such as purchase intension, visits to the country, ties with 
the country, and personal investments on the country (Heslop et al., 2004; Laroche et al., 2005). 
However, during the rapid development of social media and e-commerce, experiences shared 
towards a particular product are becoming easier to share and access (Turban et al., 2015). 
Moreover, the inertial experience can be learned and enhanced by other consumers’ experience 
sharing, rather than by look-learning (Brown & Brown, 2011). This is therefore valuable to 
reinvestigate under current background. Furthermore, many scholars (Kotler & Gertner, 2002; 
O'Shaughnessy & O'Shaughnessy, 2000; Papadopoulos, 2004) point out that the conative factor 
needs to be investigated. 
2.3.5 Review on literature of Brand Loyalty 
Brand loyalty refers to the preference expressed to a brand over time by a customer over other 
substitute brands. This preference expressed over time is a behavior, which means that brand 
loyalty is generated from a psychological process undergone by the customer (Hawkins, Best, 
and Coney, 1995). A key characteristic of brand loyalty is repurchasing from a certain brand. 
This is also referred to as customer patronage. The number of times a customer repurchases 
from a brand can be used to measure brand loyalty (Cunningham, 1966). This is because it is 
a physical and measurable characteristic. Customer patronage can be used to demonstrate what 
attitude a customer has on a brand. Increased customer patronage on a certain brand is a sign 
of a positive attitude towards the brand and vice versa (Verhoef 2007). With this in mind, to 
measure brand loyalty, one has to find and understand the relationship between customer 
patronage and customer brand attitude. 
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2.3.5.1 The Relationship between Customer Loyalty and Customer Attitude 
To understand and measure brand loyalty, the relationship between customer attitude and 
customer patronage should be studied and understood (Dick and Basu, 1994).  
The different relationships between customer attitude and customer patronage brings about 
four categories of customer loyalty. The four categories of customer loyalty brought about by 
the different relationships are; True Brand Loyalty, Spurious Brand Loyalty, Latent Brand 
Loyalty and No Brand Loyalty (Dick and Basu, 1994). 
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Table 2.3.5.1: The Categories of Brand Loyalty Based on the Relationship between  
 Customer Patronage and Customer Attitude. 
 
 
 
 
 
 
From Table 2.3.5.1, it can be seen that the different levels of customer patronage and customer 
loyalty. The intersections of each level result in the different types of customer brand loyalty. 
Repeat patronage refers to the frequency of actual repurchases made by a customer or 
customers from a certain brand or firm. High relative attitude combined with high repeat 
patronage by a customer results in true loyalty (Massari 2006). Low relative attitude combined 
with high repeat patronage by a customer results in spurious loyalty. High relative attitude 
combined with low repeat patronage by a customer results into latent loyalty, while low relative 
attitude with low repeat patronage results in no loyalty to a brand. 
From Table 1, companies and firms can learn that a customer’s attitude pertaining to a brand 
is an important factor towards achieving brand loyalty and that the attitude has the ability to 
change or influence their preference. A firm that is capable of leading their customers’ attitude 
in a positive direction can obtain brand loyalty (Sivadas 2000). 
2.3.5.1.1 Latent Brand Loyalty and No Loyalty 
As reflected by Table 1, Latent brand loyalty is caused by the combination of high relative 
attitude and low repeat patronage. This means the patronage aspect of this relationship is 
affected or influenced by one or a combination of certain factors. These factors include the 
competition among various brands, deals and promotions in similar brands, price reductions in 
certain substitute brands or even the non-preference of the customer (Terblanche 2002). These 
factors can be summed up as situational factors. These situational factors have an adverse effect 
 Repeat Patronage 
High Low 
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Attitude 
High True Brand 
Loyalty 
Latent Brand 
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Low Spurious Brand 
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on customer patronage, which consequently has the impact of decreasing customer loyalty, 
leading to latent loyalty (Dick and Basu, 1994).  
No loyalty, as from Table 1, is a combination of low relative attitude and low repeat patronage 
from a customer or customers. No loyalty is the scenario in which a customer has no intention 
to go back to the specific firm, company, or brand for the products and services that he/she 
could get from other firms, brands or companies (Stone 2002). It means that the competitor 
firms or brands are well founded and are offering the same products and services. In other 
words, the market is highly competitive. In such a rivalries market, it is difficult to obtain and 
maintain true brand loyalty among customers for the firms are at the level of the provision of 
substitute or similar goods and services (Sheth 1995).   
2.3.5.1.2 Spurious Brand Loyalty and True Brand Loyalty 
Spurious brand loyalty, as reflected by Figure 1, is the combination of high repeat patronage 
and low relative attitude. The reason for the low relative attitude may be that the attitude of the 
customers is not well founded on a specific brand of choice (Degeratu 2000). It indicates that 
there are many other choices in this competitive market and that the customers have no obvious 
preference among the competing brands or firms (Hellofs 1999). This situation might be the 
result of two categories of factors; customer related factors and brand related factors. The brand 
related situational factors are the factors brought about by the activities and actions of the firm 
such as pricing, deals, promotions and services offered (Gijsbrechts 1993). These factors affect 
customer attitude, and the brand that performs those actions better or gives better offers is able 
to obtain brand loyalty but with short duration due to the competition. Customer related 
situational factors include customers’ capacity to make choices among similar or substitutive 
brands, their familiarity to products and their economic status (Porter 2008).  
True brand loyalty in Figure 1 is depicted as having high repeat patronage and high relative 
attitude. This is the type of brand loyalty that all brands and firms strive to obtain from 
customers. With true brand loyalty, firms are able to assure themselves of customers, 
profitability and consequently able to meet the company and customer needs adequately and 
there are a lack of situational factors that affect customer patronage and attitude (Koskela 2002). 
The absence of situational factors, which could be seen in the other types of loyalty, is the 
guarantee of true brand loyalty. High relative attitude means that customers do not have 
situational factors such as preference shift among similar brands and impact from prices and 
 PhD Thesis | Rongxi Hu 
50 
 
promotions (Myers 1968). High patronage means high frequency of repurchases from the same 
brand over a long period of time indicating that the firm satisfies customers’ demand well and 
that it offers or provides the products or services in a good way (Hennig 2000).  
To converge or focus this study and to have the required ground for analyzing the relationship 
of customer satisfaction and brand loyalty in the fast food industry, it should be considered that 
a viable business or firm should have patronage in the sense that it has customers repurchasing 
or enjoying their products and services respectively (Ahmad 2001). From Figure 1, true brand 
loyalty and spurious brand loyalty are the brand loyalties with high repeat patronage as is 
expected in this study. Therefore, among the brand loyalty types discussed above, this study 
will primarily focus on true brand loyalty and spurious brand loyalty. 
True brand loyalty refers to the preference of a customer to a certain brand out of several 
substitutive brands over a long period of time (Lau 1999). That is to say, the customer made 
the final decision to consume the brand over other substitute brands. Thus, brand commitment 
is resulted (Kim 2005). Spurious brand loyalty, on the other hand, refers to the preference of a 
customer to one or more substitute brands in a group of similar brands. Hence there is no 
commitment to a specific brand. The customer has however not made the final decision and 
can be swayed unwillingly to consume substitute brands (Jacobi and Chestnut, 1978). From 
this, it is notable that the major difference between true brand loyalty and spurious brand loyalty 
lies in the commitment levels of the customers. Commitment affects the patronage of the 
customers to the brands. For example, a true brand loyal customer has high patronage to the 
preferred band and therefore is with a higher level of commitment to the brand. However, a 
spurious brand loyal customer does not guarantee the continuous patronage of a specific brand 
or the repurchase of the products or services the brand offers. This means the customer is not 
fully committed to the brand and can be swayed easily by other brands in terms of the product 
or services they offer or via word of mouth or advertisements by other brands (Uncles 2003). 
 
Commitment to a brand is therefore a necessary precursor to true brand loyalty and spurious 
brand loyalty (Schoenbachler 2004). Brand commitment can be elaborated as the act of a 
customer to a brand or firm that obliges the customer to buy and enjoy their products and 
services respectively irrespective of the presence of other similar or substitutive brands (Kiesler, 
1968). Commitment to a brand is the result of several processes psychologically generated and 
physically conducted by the customer. First, in order to commit to a brand, the customer has to 
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choose the brand from the several choices with the same products available. This process of 
choice is regarded as evaluation of the brands (Wang 2002). In this process, the customer 
evaluates the product qualities and quantities and is able to zero in into the products that fit to 
meet his/her needs or demands. Secondly and finally, the customer makes the final decision on 
which brand that he/she prefers. In true brand loyalty, both the evaluative and decision-making 
processes lead to the choice of one brand to which the customer will have commitment (Ali 
2012). In spurious brand loyalty however, the customer has not made a determined decision on 
which brand that he or she prefers. This means that the customer has limited capacity in the 
processes of evaluation and decision making or their range of choice is limited or even there is 
no product or service available in the market that completely satisfies his/her demand to 
generate the full commitment into the brand (Poiesz 2004). 
 
2.3.6 Review of relevant Literature of trust 
This section reviews research on trust establishment mechanisms, in the field of social science 
at first, and then focuses on research results in the marketing field. 
It is inevitable to experience some levels of risk while shopping, especially after the multi-
brand crisis (Yannopoulou, Koronis, & Elliott, 2011). In fact, consumers bet on the uncertainty 
of the future and other people’s actions from free-will (Sarasvathy, Velamuri & Venkataraman, 
2003). In those uncertain situations, consumers still have to take actions. At this point, trust 
arises to resolve the specific problems of risk. Diego Gambeta (2000) emphasized the truth that 
trust becomes the crucial strategy developed to deal with issues arising from an uncertain and 
uncontrollable future. Trust is particularly concerned in conditions of ignorance or uncertainty 
as a result of unknown or unknowable actions of others.  
Academics (Pavlou, 2003; Siegrist & Cvetkovich, 2000; Siegrist, 2000; Ribbink, Van, 
Liljander & Streukens, 2004) have offered many different opinions on the interrelation between 
trust and risk: for instance, trust is suspected as an antecedent or a by-product of risk, or even 
parallel with risk. Trust and risk are commonly treated as different concepts. Mayer et al. (2002), 
who had written market size, competition and product mix, define trust as the willingness of a 
party to be vulnerable to the actions of another party. In this case, the trusting party expects 
that the trusted party will perform a particular action, agreed in advance or conventional, 
irrespective of whether monitoring or authority is present (Pavlou, 2003). Located in this 
definition, a dyadic model of trust was erected combing characteristics of both the trusting 
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party and trusted party as the determination of trust. The underlying logic can be explained in 
that, once the trusting party assesses a trusted party's ability, benefaction, and morality to be 
sufficient, the trusting party will develop trust (in other words, preparation to accept 
susceptibility) toward the trusted party (Siegrist & Cvetkovich, 2000). The characteristics 
described in the model to describe the trustworthiness of the trusted party are ability, 
benefaction, and morality (Jackson, 2010). Once the level of trustworthiness in a brand or 
country goes beyond a certain threshold of perceived risk-value balance, then the trusting party 
will participate in developing a risk-accompanied relationship with the brand or country 
(Jackson, 2010). This means that trust is a key determining indicator of action when risk of a 
negative outcome is perceived. However, not all risk-taking behaviours were found engaging 
trust factors (Mayer, & Gavin, 2005). Many people make a risky purchase without a sound 
trust base, or even without trust. Apparently, trust is not the only determinant of purchase 
behaviour. For instance, consumers might be willing to purchase a smart phone from a 
suspicious, domestic brand simply because he/she is attracted by a price largely discounted 
compared with, for example, an iPhone. As mentioned above in  
Generally, trust can assuage the influence of risk towards purchase decision-making in two 
ways. Firstly, several researches (Pavlou, 2003; Hong & Cho, 2011) have examined a direct 
relationship between trust and positive attitude towards purchasing corresponding products. 
Secondly, trust is relevant when the consumer has to be engaged in risks but cannot completely 
take control over the result (Pavlou, 2003). In this situation, as trust increases, perceived risk 
is likely to decrease compared with the case where trust was absent; the influence of trust on 
the consumer's intention to purchase is mediated by risk (Dimmock, Belokosztolszki, Eyers, 
Bacon & Moody, 2004). Based on these researches, we may assume that greater trust will 
directly and positively influence consumers’ intentions to purchase. 
2.3.6.1 Trust establishment in psychology 
In addition to the definition of trust, psychological studies (Wrightsman 1965; Luhmann, 
Barber, Zuker, Fukuyama et al 1990) also involve the establishment of trust. Corresponding to 
the definition of trust, the establishment of trust is also clearly divided into two classes in 
psychology. One class considers that trust is the reaction to situation and the individual 
psychology and behaviour stimulated and determined by situation. This method to establish 
trust is corresponding to the behavioural definition of trust. The typical example is the 
prisoner’s dilemma, by Deutsch (1958). In this experiment, the interpersonal trust is reflected 
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by the cooperation between both parties. The trust degree between two people will change with 
experiment conditions. In this condition, trust is treated as the dependent variable caused by 
external stimuli. The other class treats trust as the presentation of stable individual 
characteristics, which is formed by social learning, corresponding to the expected belief 
definition of trust. The representatives of this class include Rotter and Wrightsman (1965). 
They claim that the life history of a person and their viewpoint of human nature may form the 
generalized expectancy or belief of the dependability degree of others: some people prefer to 
trust others, while some prefer to doubt it. This preference develops gradually from childhood 
(Mcknight, 1998). Scholars holding this view have prepared many scales to measure the 
individual differences in the characteristics of interpersonal trust. 
2.3.6.2 Trust establishment in sociology 
There are two different understandings of trust in sociology. Represented by Lewis and Weigert 
(1985), some treat trust as the product of personal relationships, the interpersonal attitude 
decided by rational calculation and emotional relevance in interpersonal relationship. They 
made a systematic analysis of the characteristics, dimensions, and basic types of trust. They 
claim that rationality and emotionality are two important aspects of trust. Different 
combinations of these two aspects can form different types of trust. For example, cognitive 
trust (the trust produced by rational inspection of credibility of others) and emotional trust (the 
trust based on strong emotional relation) are the most important two trusts, and most trusts in 
daily life are a combination of these two types. They also claim that, with the change of social 
structure and the increase of social mobility, more and more trust relationships are based on 
cognitive trust, rather than on emotional trust. Represented by Luhmann, Barber, Zuker, 
Fukuyama et al (1990), others treat trust as the product of the social system and cultural norms, 
and a social phenomenon based on legal principles (laws and regulations) or ethics (social 
culture norms). These scholars discuss the trust phenomenon at the macro level, which is 
different from personal trust. However, the terms they use are not consistent, including “system 
trust”, “institution-based trust”, “impersonal trust”, and “social trust”. These scholars claim 
that trust is the product of rules and regulations. Restricted by laws and regulations, people 
don’t dare to violate trust. Similarly, people trust others because they believe the effectiveness 
of social systems. The view that trust is the product of cultural value shows that people keep 
faith in and trust others because of the moral rules and values proposed in culture, which are 
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accepted and internalized by people. Some scholars integrate these two opinions, claiming that 
social trust is based on both social systems and cultural values. 
2.3.6.3 Trust establishment in economics 
Traditionally, trust is interpreted as an internal preference in economics, such as the fear of 
Christians about God’s punishment. In modern economics, it is interpreted as the pursuit of 
maximum long-term interests in repeated games typically represented by a prisoner’s 
monolateral dilemma (Luhmann, 2000). If both parties trust each other, their mutual interests 
will be maximized; otherwise, the effectiveness will be zero. However, if one party trusts the 
other party, who do not keep faith, the party keeping faith will be damaged, to form disposal 
Nash equilibrium. Such an equilibrium will develop in one probability to become the 
description of behaviour selection of social trust (Glaeser, Laibson, Scheinkman, & Soutter, 
2000). This is similar to the prisoner’s dilemma by the social psychologist, Deutsch (1958). 
However, trust, as interpreted in economics, is the result of internal calculation by the 
individual, while that in social psychology is the result of interpreting external factors 
(O'Donovan, & Smyth, 2005). In other words, in social psychology, the calculation and 
decision of trust is the result of external stimulation, and the interpersonal trust is reflected by 
cooperation between both parties. The trust degree between both parties will change with the 
experiment conditions. In this condition, the trust can be treated as the dependent variable 
decided by external stimuli. 
Based on the “economic rationality”, trust is treated as compute-mode trust in economics, so 
the studies on trust in economics focus on the function of saving transaction costs. Some 
scholars respecting principal-agent theory, transaction cost theory, and contract theory, i.e. 
Axelrod (1984), Colman (1990), and Williamson (1993), have paid attention to such research. 
They all consider that people are rational actors, so trust is the expectation of the other party 
by calculating cost benefit (Zhang Ying, 2001). Economic scholars, especially those studying 
trust within the game concept, believe that conditions for trust establishment include that both 
parties hope to repeat the game and maintain the relationship, parties in the game have strong 
interaction with a relevant third party in other forms, and they all hope to maintain their 
reputation. Such calculation is not only for the gain and loss of the other party, but only for 
those of the individual. 
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Colman (2000) is a sociologist with profound essentials of economics, so his researches are 
always referred to as economic thoughts. He considers that trust is a social capital. A rational 
actor has to choose to give or refuse trust to gain the maximum personal benefit in risk 
conditions. Colman (2000) established a model to calculate if trust should be given: 
If 
P/(1-P) > L/G, Decision = Yes 
<    , Decision = No 
=    , Decision = Yes or No 
Where 
P = Probability to be successful (the probability that the credit receiver is reliable) 
L = Possible loss (if the credit receiver is unreliable) 
G = Possible gain (if the credit receiver is reliable) 
Meanwhile, Colman (2000) also proposed three trust systems: 1) mutual trust (two actors are 
in two relationship); 2) the third actor takes the role of media in trust relationship; 3) trust of 
the third party: actor A accepts the promise of the third party, rather than that of actor B. 
As another famous scholar studying trust in economics, Willamson (1993) analyzed and 
understood trust by grasping the limited rationality and opportunism of people, and concluded 
that there is no trust position in economic transactions. Although he changed his view in later 
study and considered that the position and effect of trust should not be regarded as important, 
some scholars still consider his position to be paranoid (Zhang, 2001). 
2.3.8.4 Consumer disposition to trust  
Consumer disposition to trust means customers’ personal characteristics that contribute to 
expectations about trustworthiness, a consumer-oriented antecedent of trust (Serino, 2005). 
Consumer's disposition concerning trust refers to a kind of inclination to express belief in 
humanity and to employ a trusting stance toward other people (Bhattacherjee, A. 2006). 
Because every consumer holds his/her own belief, and different people have different 
experiences, disposition types and cultural backgrounds, they do have differences in their 
inherent tendency to trust (Bhattacherjee, A. 2006). This propensity is not determined by only 
experience or knowledge on certain concrete trusted parties (Harris, 2016). Instead, it is the 
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result of lifelong personal experiences and socialization of consumers. If the person is more 
likely to trust somebody, it can be inferred that his disposition might positively influence his 
trust in brands, whereas a consumer who does not tend to believe others might develop a lower 
trust in brands (Harris, 2016).  
2.3.7 Risk perception  
How consumers perceive risk is considered to be an important indicator as they weigh a product 
purchase. Since the idea of perceived risk was formulated in the marketing field, different 
categories of risk have been further discussed. In the present study, ‘perceived risk’ will be 
defined as a consumer's perception of the potential uncertainty regarding the negative outcomes 
from the infant formula purchase (Jacoby & Kaplan, 1985). For example, seven types of risk 
have been identified as follows: physical, financial (including opportunity cost), time, 
psychological, social, and performance. As to the infant formula product, three of the above 
are considered to be predominant: functional, physical, and product risks (Bohnet, & 
Zeckhauser, 2004). Functional risk is the most common perceived risk, which refers to the 
worries about a product or service failing the original expectation (Bohnet, & Zeckhauser, 
2004), i.e. in this study, the infant formula could not provide sufficient nutritional ingredients. 
Physical risk discusses safety issues of the product such as that some ingredients might have 
negative effects for a baby’s health. Product risk is concentrated on the product itself, whether 
it be found defective or not. A consumer's perceived risk must be assuaged if businesses want 
to convert potential customers into paying customers (Delgado-Ballester, Hernandez-
Espallardo & Rodriguez-Orejuela, 2014). It is an important consideration that a customer who 
is weighing an infant formula purchase feels reluctant to purchase a certain brand just because 
the sense of perceived risk overwhelms other factors by comparison to the others brands. 
Furthermore, it should not be surprising that consumers pay great attention to various risks 
while considering infant formula purchase; and such risk may influence their purchase 
decision-making and brand choice (Amatulli, Guido & Nataraajan, 2015). 
2.3.8 Perceived benefit 
We define perceived benefit in this study as a level of perception about how far consumers will 
receive merit from an infant formula of a certain brand or country of origin. A consumer reports 
that he/she purchases the product when enough perceived benefits are recognized (Vitell, 2015) 
(e.g. costs down, more convenience, less time spending, more various selections, and safety). 
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While perceived risk forms a potential hurdle to the infant formula purchase, on the contrary, 
the consumer's perceived benefit provides an incentive driving an infant formula purchase 
(Cantallops & Salvi, 2014). That is to say, the more perceived benefits are related to the infant 
formula of a certain brand or country, the more potential customers decide to make purchase.  
2.3.9 Review of relevant Literature of Consumer forgiveness 
Forgiveness is a hot issue in the field of social psychology and medical psychology, with 
related research becoming increasingly sophisticated. Compared with the in-depth analysis and 
meticulous study of forgiveness in the field of psychology, the theoretical development and 
practical application of forgiveness in customer behaviour has not been systematically 
investigated. One of the reasons why customer forgiveness research has not received sufficient 
attention is that most scholars believe that timely and effective remedial measures after a 
product crisis or service failure can achieve customer satisfaction, amend the customer 
relationship and stimulate repurchasing (Hart & Johnson, 1999). However, scholars (Buttle and 
Burton 2002; Allemand, et al., 2007 ) have begun to question the validity of the "service 
recovery paradox" in recent years. For example, Buttle and Burton (2002) found that customers 
still feel resentment even after receiving excellent service remedial measures. In recent years, 
In recent years, scholars, following Magnini’s (2007) work, have pointed out that customer 
forgiveness is key to enterprise service remedial efforts compared to short term service 
remedial measures such as discounts, free services, or apologies. In service situations where 
product crises and service failures are difficult to avoid, the fundamental purpose of any service 
remedial measure should be to obtain the consumers’ forgiveness and achieve customer 
retention. At present, marketing scholars have begun to pay attention to the discussion of 
consumer forgiveness, however, the related research is still in its infancy, and domestic 
research in related fields is rare. In order to explore the theoretical background and formation 
mechanism of consumer forgiveness in depth, this thesis, based on a detailed review and 
analysis of the literature regarding consumer forgiveness, systematically reviews existing 
consumer forgiveness research and proposes future research prospects to foster a better 
understanding of the formation and function mechanism of consumer forgiveness in terms of 
both theory and practice. In doing so, this work is expected to serve as a reference for 
companies when designing targeted remedial measures after product crises or service failures, 
and also guide customers in forming psychological forgiveness by providing theoretical 
references and decision-making bases. 
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2.3.9.1 The concept and essential characteristics of consumer forgiveness 
1）The concept of consumer forgiveness.  
At present, there is no consensus on the definition of forgiveness in psychology. Comparatively 
speaking, scholars such as Enright et al. (1992) have a clear generalization of forgiveness with 
relatively wider acceptance. They proposed that forgiveness means that the offended person 
(hereafter referred to as the offended) stops resisting the offending person (hereafter referred 
to as the offender) and chooses to understand, be kind to and accept the offender. Thereafter, 
McCullough (2000) defined the concept of forgiveness in terms of psychology as the process 
of transformation of prosocial motivation that occurs within individuals in relation to 
interpersonal offense. Enright et al. (1992) emphasized that the most important characteristic 
of forgiveness is the release of internal negative emotions. Given that the maintenance of 
negative emotions consumes large amounts of cognitive resources and causes mental stress, in 
the long term, individuals tend to reduce the amount of cognitive resources devoted to 
maintaining negative emotions. Therefore, individuals have the psychological inclination to 
release negative emotions and achieve spiritual freedom (Enright et al. 1992).  
Enright et al. (1992), McCullough (2000), Tsarenbo and Gabbott (2006) and other scholars 
have given varying interpretations of forgiveness. They introduced the concept of forgiveness 
into business relations research and summarized the implications of consumer forgiveness as a 
prosocial motivational transformation process in which customers adjust their emotions and 
display mercy, patience, and tolerance toward the offending behaviours of businesses, thereby 
weakening or diverting the psychological pressure and forming relationship reconstruction 
intentions. At present, the basic consensus of the concept of consumer forgiveness is that it is 
not only a temporary action to release negative emotions and feelings, but also a process in 
which customers consciously and deliberately weaken their mental stress over time 
(McCullough, 2003). 
2.3.9.2 The essential characteristics of consumer forgiveness.  
In the field of sociopsychology, forgiveness is essentially a coping strategy. "Coping" 
refers to the cognitive and behavioural efforts to control, weaken or tolerate stress transfer, 
which are independent of the coping results. Accordingly, it is necessary to theoretically 
separate the coping process as a subjective effort from its results, so that weakening the 
cognitive and behavioural significance of the effort process can be avoided (Folkman & 
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Lazarus, 1980). Coping has two main functions. The first involves controlling problems that 
induce anxiety, which is called "problem-focused" coping. The second entails adjusting 
emotions and anxiety, which is called "emotion-focused" coping (Schut, 1999). Folkman and 
Lazarus (1980) reported that the behavioural manifestation of problem-focused coping 
included persuading stakeholders to change their minds, formulating and implementing action 
plans, and holding and defending their positions. Meanwhile, they stated that emotion-focused 
coping included forgetting unhappiness, looking for hope, focusing on the positive aspects of 
things, showing sympathy and understanding others (Folkman & Lazarus, 1980). Clearly, the 
former model concerns solving practical problems, while the latter involves adjusting 
individual emotions. Based on the above research, it could be said that consumer forgiveness 
is essentially a category of the emotion-focused coping strategies. Moreover, consumer 
forgiveness is characterized by the prosocial motivational transformation process of consumers 
when they choose to release their internal negative emotional pressures, such as anger, regret, 
anxiety, etc., thereby obtaining psychological freedom and forming a desire for relationship 
repairing after being offended by a business. This view has now been widely recognized by 
scholars (Allemand, et al., 2007; Worthington, et al., 2004) , and is the definition employed in 
this thesis.  
2.3.9.3 The Formation Mechanism of Consumer Forgiveness 
1） The formation mechanism of consumer forgiveness from the perspective of motivation.  
McCullough (2000) stated that forgiveness is driven by motivation, and motivation is triggered 
by emotions. Consumers have limited basic emotional reactions to negative events such as 
product crises or service failures (Ahluwalia, 2000).  According to Smith (2001)，there are 
three basic emotional reactions. The first is the feeling of being hurt, which is characterized by 
complaints, fears, and anxieties. This emotion leads to the psychological motivation of 
avoiding contact with offenders, which represents consumer avoidance. The second is anger, 
which is characterized by anger, contempt, and resentment. This emotion leads to the 
motivation of inflicting harm and exacting revenge against the offender, which represents 
consumer retaliation. The third is the mood of forgiveness, which is characterized by 
forgiveness, friendship and concern, the occurrence of which is due to the synergy of various 
influencing factors (McCullough 2003). Accordingly, this emotion leads to consumer kindness, 
goodwill and motivation to continue cooperation with the offenders, which therefore represents 
consumer forgiveness. When the offended feels that he or she cannot forgive the behaviour of 
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the offender, the offended’s perception of the offender’s behaviour will provoke two negative 
relationship-deconstructing motivations, namely the avoidance motivation and the retaliation 
motivation (Tsang, 2006). On the contrary, when the offended feels that he or she can forgive 
the offender’s behaviour, the offended’s perception of the offender’s behaviour will promote a 
positive relationship-restructuring motivation, namely, a forgiveness motivation. Worthington 
and Scherer (1997) divided consumer forgiveness into emotional forgiveness and decision 
forgiveness to discuss the motivations and foundations of forgiveness, respectively. The two 
scholars pointed out that emotional forgiveness can be described as the difference or gap 
between the level of offense resolution that the consumer expects and the level of resolution 
the consumer actually perceives (Worthington & Scherer, 1997). The larger the gap, the more 
likely the consumer is to choose not to forgive, which constitutes a delayed reaction to the 
offense. In contrast, decision forgiveness means that after a business offense occurs, consumers 
tend to choose the same behaviour as before the offense, which represents a cognitive decision 
to choose a specific behaviour (Worthington & Scherer, 1997). In such decisions, emotional 
forgiveness may or may not occur. As such, emotional forgiveness can be driven by the 
psychological motivation of the consumers' willingness to choose toleration and forgiveness. 
This kind of forgiveness represents internal motivation-driven psychological forgiveness. In 
contrast, decision forgiveness entails the consumer choosing to not evade or retaliate, which is 
consistent with their behaviour before the offense occurred; however, he or she may not 
necessarily release their mental pressure. This kind of forgiveness constitutes behaviour 
forgiveness driven by external motivation (Brown, 2001). 
2) The formation mechanism of customer forgiveness from the perspective of prosocial 
behaviours.  
Studies of prosocial behaviours in psychology have shown that customers often consider other 
things beyond their own welfare. In a broad sense, prosocial behaviours can be defined as social 
behaviours oriented to the benefit of others, regardless of the consequences the behaviours 
bring to the actor (Tsarenko & Tojib, 2006). Among all types of prosocial behaviours, 
forgiveness is the behavioural expression most relevant to the service marketing context. North 
(2009) stated that the focus of forgiveness is to replace resentment with kindness and grace, 
and the essence of forgiveness is an individual’s prosocial behavioural tendency to show 
forgiveness to offenders. In a business relationship, Finkel (2002) claimed that this 
phenomenon of prosocial behaviour includes adaptation, which means that when customers 
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face offenses from businesses, they choose to continue to maintain the relationship between 
the two parties to avoid negative reactions. Prosocial behaviour also includes the willingness 
to sacrifice and forgive, which respectively means that customers are willing to transfer their 
own interests to enhance the welfare of the other party or both parties and that customers are 
willing to consume their own resources to promote the harmony and preservation of their 
relations with the business (Finkel, 2002).  
2.3.9.4 Influence Factors and Method for Measuring Consumer Forgiveness 
Influence factors of consumer forgiveness was the case in the previous subsections. At present, 
the theoretical track of research into the influence factors of consumer forgiveness is disjointed, 
with numerous and random evidential findings (Roloff & Janiszewski, 2003). Generally 
speaking, influence factors of consumer forgiveness include not only individual cognitive and 
emotional factors, but also relationship quality and contextual factors. Based on the relevant 
literature, Grégoire (2008) generalized the influence factors of consumer forgiveness as follows. 
(1) Empathy. Empathy has the most direct impact on consumer forgiveness and reflects an 
individual’s tendency to care for the feelings of others; such a tendency usually integrates with 
sympathy, care and commiseration. Empathy can be further divided into two categories, 
namely affective empathy and cognitive empathy. The former refers to an individual’s 
sympathy and commiseration for offenders as a kind of emotional spill over, while the latter 
refers to an individual’s capacity to understand or feel what the offender is experiencing from 
within their frame of reference as a kind of rational cognitive processing. McCullough (1997) 
reported that empathy influences the internal system underlying consumer forgiveness from 
three facets. First, empathy enables consumers to feel the guilt and anxiety being experienced 
by offenders for harming the offended and the relationship. Second, empathy enables 
consumers to feel the loneliness being experience by the offended for being rejected and 
isolated due to sabotaged relationships. Third, empathy enables consumers to empathize with 
and tolerate offenders, and tends to restore and reconstruct the sabotaged relationship, which 
is also regarded as the most direct facet. (2) Reflection and repression. The stronger the 
negative feelings that consumers experience when reflecting on offensive behaviours and 
repressing such reflections, the greater the possibility that consumers will have strong 
avoidance and revenge motivations (Grégoire, 2008). A follow-up investigation into the 
relationship between reflection, repression and forgiveness showed that reflection, repression 
and avoidance motivation are positively correlated with revenge motivation and are negatively 
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correlated with forgiveness motivation (Suwartono, 2005). Reflection and the resultant 
repression play significant roles in individual psychological trauma and grief. Specifically, 
when individuals face difficulties in overcoming the habit of reflection and repression, it 
becomes more difficult for them to forgive offenders. To better understand this situation, 
McCullough (2003) conducted three longitudinal studies into the relationship between 
reflection and forgiveness. Solid evidence confirmed that rumination over offensive behaviours 
significantly reduced the tendency of consumer forgiveness. Therefore, the negative influence 
of reflection and repression on forgiveness was validated. (3) Relationship quality between 
consumers and businesses. Relationship intimacy, satisfaction, commitment and other 
relationship-quality factors impact consumer forgiveness considerably (Ahluwalia, 2004). The 
more intimate that consumers and businesses are and the higher the satisfaction and 
commitment levels that consumers have toward a business, the greater the possibility that 
consumers will understand and forgive a business’ offensive behaviours (Brown, 2003). Most 
studies have confirmed a strong relation exists between relationship quality and consumer 
forgiveness. Ahluwalia (2004) found that commitments to consumers predicted consumer 
forgiveness. Similarly, Finkel (2002) discovered that commitments to consumers impacted 
consumer forgiveness through positive cognitive processing. Likewise, Tsang (2004) reported 
that relationship commitment promoted consumer forgiveness based on the theory of cognitive 
dissonance. It should be noted that although most scholars have accepted the positive influence 
of relationship quality on consumer forgiveness, a few (Roloff & Janiszewski, 2007) still doubt 
the validity of this relation and claim that the influence and direction of relationship quality on 
consumer forgiveness depend on the specified research context. Under certain circumstances, 
they may be negatively correlated, for example, Roloff and Janiszewski (2007) pointed out that 
when confronted with serious offensive behaviours and high compensation cost, the more 
intimate the relationship partners are, the more difficult for them to forgive the other. Based on 
previous studies, Grégoire (2009) also found that after offensive behaviours occurred, although 
the revenge motivation of consumers who had a sound relationship with a business gradually 
weakened, their avoidance motivation continuously strengthened. Moreover, these research 
results demonstrate the negative correlation. Adding to this, Suwartono (2005) reported that 
the direction of influence of relationship quality on consumer forgiveness varied according to 
the specified context. Specifically, under different perceptions of variables, such as the severity 
of product crisis or service failure, failure attribution and consumer self-esteem, the direction 
of the relationship between relationship quality and consumer forgiveness may change. (4) 
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Remedial measures. After a product crisis or service failure occurs, remedial measures, 
including a sincere apology, expressing regret and timely and effective service, influence 
consumer forgiveness in a positive way (Allemand, 2007). In addition, this positive relationship 
has been supported by several theories, including the practical negotiation theory and 
attribution theory (McCullough, 2007). The intermediate conduction mechanism that service 
remedial measures adopt to influence consumer forgiveness functions is due to consumer 
empathy. To some extent, remedial measures aim at producing forgiveness by triggering 
consumer empathy. If consumer empathy cannot be stimulated, consumer forgiveness will not 
occur, even if the business takes remedial measures. This explains the reason why the 
effectiveness of the “Service Recovery Paradox” was challenged at the beginning of this study. 
It could be said that although remedial measures are necessary, they are insufficient for 
consumer forgiveness. 
2.3.10 Consumer characteristics (demographics) 
Consumer characteristics play an important role in defining the country-of-origin (COO) effect 
on purchase intention in several ways (Bilkey & Nes, 1982; Good & Huddleston, 1995; 
Lawrence et al., 1992; Schooler, 1971; Wall & Heslop, 1986). First, Schooler (1971) claimed 
that females are more willing to purchase foreign products than males; this tendency was also 
found by Bilkey and Nes (1982) and Mittal and Tsiros (1995). Second, consumers with a higher 
educational background are more inclined to purchase foreign products than consumers with 
less education (Mittal & Tsiros, 1995). Third, consumer groups with higher incomes may have 
a more positive intention to purchase foreign products than consumers with lower incomes 
(Han & Terpstra, 1988). Fourth, sojourning, which means living in another country for a period 
of time, has been found to affect consumer purchase intention and consumer product COO bias. 
In addition, social stereotyping research has shown that consumer purchase intention towards 
a particular country can be influenced by their direct contact with that country (Hilton & Von, 
1996). Furthermore, it has also been suggested that consumer COO preferences are influenced 
by consumer ethnocentrism (Balabaniset, al., 2002), which is discussed in the next section. 
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2.4 Themes developed for the Conceptual Model 
From the literature reviewed above, this thesis shows how the consumer trust mechanism is 
formed by brand loyalty, perceived risk, ethnocentrism, demographics, price, product quality 
and COO after a product-harm crisis. Therefore, the seven themes below have been recognised 
as the most commonly used constructs for research to date. To visualize these constructs, a 
conceptual model was created from the above themes, as shown in Figure 2. 
 
 
Figure 2. Conceptual framework for phase I. 
However, this conceptual model is only used as a guide for the qualitative research and will be 
modified and finalized by the focus group findings. Thereafter, quantitative research will be 
conducted to test the modified model.  
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Table 2.4 Themes development 
Themes Topic References  
Brand Attitude Product Reputation; Familiarity; Foxman, Muehling, & 
Berger, 1990; Laroche, 
Kim, & Zhou, 1996; Ha, 
2005 
Quality of 
Products (perception) 
Product Information Quality 
(Source Credibility, Social 
Influence, Issue Involvement);  
Product Knowledge; 
Perceived Security Protection;  
Third-Party Seal;  
 
Caballero, James & 
Charles, 1989; Huckfeldt, 
Mendezand & Osborn, 
2004; Rothman, Salovey, 
Antone, Keough & 
Martin, 1993; Srinivasan 
& Ratchford, 1993; 
Goodstein & Boninger, 
1997; Aaker & 
Maheswaran, 1997; Ho & 
Bodoff, 2014 
Ethnocentrism Home Country Image; 
Quality Consciousness; 
Beliefs about Foreign Products 
（e.g. Australia）; 
Belief about Chinese Products 
Herche, 1992; 
Huddlestone, Good & 
Stoel, 2000; Klein, 
Ettenson, & Morris, 
1998; Sternquist, 1991; 
Netemeyer et al., 1991; 
Sharma et al., 1995 
Demographic Consumer Characteristics (Age; 
Income; Purchase Maker; 
Education; Occupation) 
Lawrence et al., 1992; 
Good & Huddleston, 
1995; Wall & Heslop, 
1986; Schooler, 1971; 
Bilkey & Nes, 1982 
Country of Origin Halo effect; 
Summary construct 
Friedman, 1996; Han 
1990; 
Brand loyalty Commitment;  
Satisfaction (As post-
consumption feedback, 
quantitative analysis will be 
conducted in Phase II) 
Foxman, Muehling, & 
Berger, 1990; Laroche, 
Kim, & Zhou, 1996; Ha, 
2005 
 
The following sections will discuss all the above topics sequentially as follows: Product 
Reputation; Familiarity; Product Information Quality (source credibility, social influence, issue 
involvement); Product Knowledge; Perceived Security Protection; Third-Party Seal; 
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CETSCALE; Consumer Characteristics; the Halo Effect; and the Construct Summary. 
Discussions will begin with a definition of each topic, followed by examples. Each discussion 
will then close with implications for customer forgiveness. 
 
2.4.1 Reputation of product  
Reputation of product has served as a critical factor for lowering risk as well as gaining trust, 
because it offers certain reliable information that the brand has been praised or honored by 
other consumers (Rhee, & Haunschild, 2006). REP means the level of esteem which consumers 
have for a brand. Reputation-building is a kind of social process determined by the interactions 
between consumers and company (Rhee, & Haunschild, 2006). On the basis of its reputation, 
consumers can infer that the company tends to maintain and honor its behaviour. As for positive 
reputation, people tend to infer that the company will honor its specific obligations (Lee, 2006). 
Thus, they might think that the company is reliable and trusted. For those with negative 
reputation, one might reach a conclusion that the company might not honor its required 
obligations and think that this company is unreliable or even disgraced (Lee, 2006). Consumers 
tend to believe that it is inherently risky to buy products of the company that has failed to honor 
its obligations, whereas it is definitely less risky to buy products with a brand with good 
reputation that has a record of fulfilling its obligations (Resnick, Zeckhauser, Swanson, & 
Lockwood, 2006).  
2.4.2 Familiarity 
A consumer's familiarity with the brand means the level of acquaintance or familiarity that the 
consumers have with a certain brand, including basic information concerning the brand, and 
knowing its relevant procedures such as looking for products and further information (Foxman, 
Muehling, & Berger, 1990). Familiarity refers to ‘precondition or prerequisite of trust’ and 
contributes to a better command of an entity's current state, while trust deals with beliefs about 
an entity's future actions (Laroche, Kim, & Zhou, 1996). This is due to the fact that consumers 
always pay more attention to a brand that they have bought and received a pleasant feeling 
from through the buying action. On the contrary, they will not be willing to spend time and 
money on which they have suffered from or had a negative experience in purchasing; more 
often than not, consumers have more familiarity with brands that make them cheerful and 
refreshed. Thus, a consumer's familiarity based on prior positive experiences concerning the 
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brand and its products may help develop specific and positive ideas and images in the 
consumers’ minds of what is to be expected in future (Laroche, Kim, & Zhou, 1996). As a 
result, when consumers become more and more familiar with a brand, they become more 
inclined to expect the brand to honor the obligations, keep its good record and continue to 
remain trustworthy (Ha, 2005). What is more, it is also significant and meaningful to carefully 
study the relationship between familiarity and perceived risk. It has been concluded in many 
reports that familiarity does decrease a consumer's perceived risk. For instance, familiarity with 
a brand (e.g. A2) helps diminish uncertainly through an understanding or experience of the 
product quality based on previous experiences of using A2 dairy products. Thus, it is argued 
that familiarity reduces relevant risks perceived by consumers. 
Lastly, a consumer's familiarity with a brand might influence the consumer's motivation and 
enthusiasm to purchase the products. If a consumer has formed a habit of purchasing products 
of certain brand, because of such perceived familiarity, the consumer might buy the products 
of a brand again just out of habit. 
2.4.3 Product Information Quality 
Product Information Quality means that consumers' overall perception of the accuracy and 
integrity of brand information relating to products (Call, 2000). It is widely acknowledged that 
information about promotion is extremely varied in respect of quality, from highly accurate 
and reliable, through inaccurate and unreliable, to intentionally misleading (Dubey, 2004). In 
addition, it is not that easy to identify whether the facts have been reviewed or not. Therefore, 
potential consumers of infant formula tend to pay particular attention to the information quality, 
which could indeed help them make better decisions when buying something. Obtaining and 
dealing with information of quality serves as a significant part for those purchasers (Le Grand, 
1993). As consumers gradually realize that a company or brand offers information of high 
quality, they will think that the seller is interested in keeping the accuracy and currency of 
information and then will be more likely to meet its fulfillment (Onyango, 2011). When 
consumers think that a brand provides high-quality information, they tend to build up 
confidence that the product seems reliable, and then will count the brand to be trusted (Sollish, 
2007). Meanwhile, high-quality information is conducive to lowering the level of relevant 
uncertainty and risks concerning an infant formula, because this kind of information (i.e. 
specific, extensive and relevant) offers the necessary information to help deal with relevant 
safety problems in a controlled way, and therefore reduces the uncertainty as well as risks 
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concerning the product function (Bevolo, 2011). At the same time, it is argued that there exists 
a negative relationship between risk and information quality.  
2.4.4 Factors of information quality 
The degree of information quality is impacted and restricted by various factors; and scholars 
have researched into factors of information quality, which include credibility, social network, 
as well as issue involvement. 
2.4.4.1 Source credibility 
Source credibility is an important factor influencing information quality, and includes the 
factors of specialty, and reliability. Specialty means the ability to provide effective persuasive 
information; while reliability refers to the degree of capacity to provide truthful persuasive 
information. Higher specialty and reliability lead to higher source credibility and stronger 
information quality. Till and Michael (2000) took the category of goods (candy bar or energy 
bar) and the specialty of information source (actor or athlete) as independent variables; and 
took the consumer’s evaluation of the quality of goods and purchase intention as dependent 
variables. The results of their study show that the effect caused by the specialty of information 
source is different due to the category of goods; so that when an athlete acted as a spokesperson 
for an energy bar, consumers formed a positive attitude toward the product with a 
correspondingly higher purchase intention than with other groups. In addition to specialty and 
reliability, attractiveness is also an element of source credibility. Patzer (1983) found that the 
information source with higher attractiveness was considered to have higher specialty, so that 
the individual tended to accept and trust the information source and have a strong purchase 
intention. However, other studies show that the attractiveness of an information source has no 
significant impact on the consumer’s purchase intention (Caballero, James and Charles, 1989). 
This may be because positive attitude does not migrate to the consumer’s brand attitude and 
purchase intention; which also shows that concern about the attractiveness of information 
source alone is not sufficient to produce a better information quality, which can be achieved 
only with specialty, reliability and attractiveness. 
2.4.4.2 Social influence 
Researchers are increasingly concerned about the social factors influencing the persuasive 
effect; and social network is an important factor affecting the attitudes of individuals 
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(Huckfeldt, Mendezand Osborn, 2004). Visser and Mirabile (2004), in their experiment, 
randomized the subjects into a social network that had the same diversity of views and attitudes 
as individuals, and found: that the subjects in the social network with diverse attitudes toward 
the target issue showed a greater attitude change in the face of anti-attitude persuasive 
information about the target issue; while those in the social network with the same view showed 
a weaker attitude change. This showed that the social network could profoundly affect the 
individual’s attitude change. This phenomenon can be explained with the ELM model. The 
diversity of the social network makes the individual have a stronger sense of uncertainty about 
the correctness of an existing attitude; which will stimulate people to more carefully and 
profoundly process emerging attitude-related information through the central path, so as to 
identify and obtain a more effective attitude. Levitan and Visser (2008) also found that, when 
the arguments of anti-attitude information were strong, the individual in the social network 
with diverse views more carefully processed relevant information, and adjusted and revised 
their attitude, than those in a social network with the same attitude. 
2.4.4.3 Issue involvement 
Issue involvement refers to the importance of persuasive information for the individual; which 
specifically refers to the degree of association between information keynote and important 
values (i.e. equality and freedom), current target and issue results, etc. Issue involvement is an 
important adjustment variable of the persuasive effect. Rothman, Salovey, Antone, Keough 
and Martin (1993), in a study of persuading people to use sunglasses to prevent skin diseases, 
used gender to manipulate the issue involvement of the individual (usually women are more 
concerned about their skin than men, so women are the subjects with high involvement). The 
study showed that women agreed more than men with the view that wearing sunglasses was an 
effective way to resist ultraviolet; which also indicated that those with higher issue involvement 
were easier to influence by persuasive information. Sengupta, Goodstein and Boninger (1997) 
studied the persuasive effect of celebrities and goods consistency on the consumer’s attitude 
toward a brand, under different levels of involvement. The results showed that the subjects 
with high involvement were more likely to form a lasting brand attitude than those with low 
involvement; that is, the subjects with high involvement made sufficient processing of the 
commodity information in the advertisement and formed a brand attitude through the central 
path (Figure 2.4.4). As can be seen from the above analysis, of the study of information quality, 
involvement always works together with other variables, such as argumentation quality and 
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information source; but the issue of involvement as an important moderator variable in the 
information quality has been recognized by many researchers. 
Figure 2.4.4 Elaboration Likelihood Model 
 
In addition to the above factors, quality of arguments in information (O’Keefe, 2007), 
quantitative analysis and qualitative analysis of arguments (Loraas, 2009), cognitive needs of 
the individual (González-Vallejo and Reid, 2006) and cultural background (Aaker and 
Maheswaran, 1997) can also have impact on the information quality. Researchers have studied 
the factors influencing the persuasive effect from a range of perspectives, which has deepened 
understanding of the persuasive effect; and have found that most of these factors can be linked 
to the ELM theory. For example, source credibility is influenced by the individual’s motivation 
and ability in cognition and processing and the individual’s confidence level. However, at the 
same time, it can also be seen that there are still many interactions between the factors and the 
quality of arguments and the social network that can also affect the information quality of 
information. Therefore, the study of multiple moderator variables facilitates the exploration of 
the results of the information quality. 
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The previous sections have presented a discussion of aspects of attitude and the elements 
relating to persuasion, including the differing types of persuasion and their impact on attitude 
vicissitudes. There have been various studies that have also highlighted the link between 
attitude and behaviour (Ho & Bodoff, 2014). The next section will present a discussion of the 
links between attitude and behavioural intentions. 
2.4.5 Product knowledge 
The research on the concept of product knowledge is relatively mature. Brucks (1988) define 
the concept of product knowledge. He claims that product knowledge is customers' 
understanding of product terms, product attributes, statute of use, and other relevant 
information of certain kind of products. Beatty and Smith (1987) propose that product 
knowledge is customers' perceived knowledge of a product and understanding of a product. 
Punj and Srinivasan (1987) argue that product knowledge is the knowledge and information of 
a product that customers have, and can be directly used in the decision-making process when 
buying a product. Srinivasan and Ratchford (1993) consider that, when search behaviour 
happens, product knowledge is related knowledge of a product or a brand, which is stored in 
the customers' memory. Miniard, Blackwell and Engel (1995) define product knowledge as 
information related to a product, including product category, name and brand, product attribute, 
image feature, product price, and other relevant information. 
Haixia Gao (2003) consider that the more product knowledge the customer owns and the more 
understanding of product attributes the customer has, the better they will tell the differences 
between product attributes of different brands, which improves the quality of decision making, 
reduces the uncertainty in the decision-making process, and reduces the customer's perceived 
risk. Olson, Brucks, Alba, Hutchinson and other scholars state that the less product knowledge 
the customer has, the bigger perceived risk the customer will face. They consider that, in the 
decision-making process, a customer with less product knowledge is more likely to be 
unconfident and have a more complicated buying process; and the perceived risk is greater. 
Rao and Waneda (1992) claim that trust is the result of customer cognition, and that the 
customer can evaluate the degree of trust in the brand through the perception and prediction of 
various risks. Rao and Waneda (1992) state that a customer with low level of knowledge would 
have more uncertainty in the purchasing process, and is more inclined to recognize the lower 
price than the average price. Pei Huang and Xiaojun Fan (2002) consider that high level of 
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confidence and high level of subjective knowledge are connected. Furthermore, confidence in 
purchasing, which is formed by a high level of subjective knowledge, is the reason that 
customers are more explicit and clear when choosing products. Hui Sang (2011) claims that 
subjective product knowledge directly influences the loyalty of customers. Customers with low 
level of subjective knowledge are more likely to recognize the enterprise. Guangqiang Tian 
(2013) state that the subjective factors of customers include cognition, emotion, behavioral 
intention, evaluation of purchase and trust. These would greatly affect customers' decisions of 
brands. Among these, cognition, behavioral intention, and evaluation of purchase would 
influence decision of brands through trust impact. He considers that, even if the customer has 
a certain understanding of the brand, this would not necessarily contribute to brand choosing 
behaviour. Only in the case that the brand can be trusted, would the customer conduct brand-
choosing behaviour. 
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2.4.6 Perceived Security Protection  
Perceived Security Protection means the consumers’ perception that a brand will meet 
necessary security requirements such as safety, and guarantee (Lallmahamood, 2007). How a 
consumer thinks about security protection as she or he purchases infant formula is determined 
by how clearly she or he knows the implementation of relevant measures taken by a company 
or brand. When a common consumer gets a better understanding of security features (e.g. 
security policy, security disclaimer, safe shopping guarantee) and protection systems (e.g. 
encryption, protection) of a company or brand, he or she will recognize the real intention of the 
company to meet such security requirements, in the process of making purchase decisions 
(Lallmahamood, 2007). This in turn makes the consumers conceive a better purchase plan for 
all these artifacts, highlighting that a company should painstakingly devote itself to gaining 
more trust from its consumers and reduce the relevant risks. As a result, the consumer's 
perception of security protection elevates consumers’ trust in a brand and lowers those 
perceived risks to purchasing infant formula as well.  
2.4.7 Third-Party Seal  
The existence of a Third-Party Seal means a guarantee of a product offered by a third party 
such as government departments, industrial associations, consumer unions, and quality 
inspection institutes (Miyazaki, 2001). For a long time, a range of trustworthy third-party seals 
have been employed in order to decrease relevant risks in product quality (Schleenbecker, 
2013). The intention of such trustworthy third-party seal is to decrease those perceived risks, 
and offer a guarantee to consumers that a product exposes and observes the operation’s 
practices and standards in a reliable way (Schleenbecker, 2013). A good instance of third-party 
involvement as to infant formula trust, is a non-profit extensive guarantee program, such as QS 
mark, which addresses consumer concerns in an excellent manner. 
Since trustworthy third-party guarantors are believed to hold certain power over the brand 
through promulgating and enforcing specific regulations, seals released by relevant authorities 
might reduce the risk that consumers perceive of the infant formula, even though the consumer 
does not have previous experience related to the brand (Van Baal, 2015). Furthermore, the 
presentation of a third-party seal such as QSmark shows that the brand will observe the 
standards of the production standards to secure its product quality, which helps gain the 
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consumer's confidence in the brand. Thus, when infant formula consumers see the seals on 
certain brands, this contributes to increasing the level of trust and decreasing the degree of risk. 
 
2.5 Theoretical Underpinnings of Conceptual Model 
The mechanism of the influence of COO on consumer behaviour has not yet been clarified. 
Currently, there are three mainstream hypotheses: 
① The signal hypothesis argues that COO can provide consumers with a certain signal that 
reduces the risk and cost of the transaction. 
② The independent attribute hypothesis argues that COO acts as the basic attribute of the 
brand or product. It influences the perception and evaluation of the brand together with 
other attributes. 
③ The elastic model hypothesis argues that COO directly affects consumers as a basic 
attribute and also emits certain signals that indirectly affect consumers.  
The latest research shows that background trust can have an important impact on consumer 
behaviour. Jim and Nez (2003) pointed out that COO, as a background factor of the company 
or brand, will have an impact on consumer trust, which further affects consumer behaviour. 
Many scholars have identified trust as an important variable affecting people’s attitudes and 
behaviours. Research has also found that consumer trust brings business opportunities, 
increases customer loyalty, increases consumer commitment, brings more consumer purchases, 
and promotes cooperation and exchange.  
Knowledge of the antecedents of consumer trust directs a company operator’s critical measures, 
which is necessary for handling the rebuilding of consumer trust after a multi-brand crisis (Egan, 
2008), and helps manage the perceived risks that are inherent within infant formula products. 
There are several factors considered to be predominant in the trust-rebuilding process: the 
personality of customers, the reaction and culture of the company, and the interactions between 
all parties involved (Wang, 2005). Moreover, according to attitude research and perceived risk 
research, trust is an attitude (Hung, 2004), as discussed below. We propose that all antecedents 
affecting consumer trust and perceived risk towards infant formula products and brands can be 
divided into three categories, as listed in the following: 
• Cognition-oriented: e.g. quality of products. 
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• Affect-oriented: e.g. brand attitude, brand loyalty. 
• Personality- oriented: e.g. ethnocentrism, demographic factors. 
First, as Steinhart (2013) mentioned, the cognition-oriented antecedents of trust are generated 
from consumer perceptions and observations (e.g. system reliability, security level, package 
design, brand image) regarding the personalities and features of the infant formula producers. 
Second, Brady and Robertson (2001) claimed that the affect-oriented antecedents are 
concluded from indirect interactions between the company and the consumers, which could be 
seen as inputs from outside (e.g. other buyers’ recommendations, trusted third-party seals, 
authoritative reviews and comments, and peer users’ experiences). Third, as Ekemen and 
Cavlan (2016) indicated, the personality-dominated antecedents are introduced from the 
consumers’ shopping behaviours and dispositional attribution. As to individual bias, companies 
can hardly move or control quite stable natures. 
As this thesis primarily focuses on consumer purchase behaviour and trust toward infant 
formula products, and on how COO influences consumer trust, the most directly relevant 
factors for an infant formula brand are targeted, namely quality of dairy products (measured by 
perceived information quality, security level and third-party seal), brand attitude (measured by 
brand reputation and brand familiarity), and brand loyalty (measured by consumer satisfaction 
and commitment). In addition, ethnocentrism and COO factors towards trust will also be 
discussed.  
By setting selected trust antecedents into the framework mentioned above, we can now propose 
a trust-dominated decision-making model for infant formula purchase after a multi-brand crisis. 
The next section concludes with a conceptual framework for quantitative research at the end of 
this chapter. 
2.5.1.2 Country of origin, customer loyalty and perceived quality 
Country of origin produces the “halo effect” and “stereotype effect” that can impact consumer 
attitudes and behaviour. Research has theoretically and empirically found that COO can reduce 
the uncertainty and complexity of transactions, promote consumer loyalty, and improve 
customer-perceived quality. 
Trust in the source country allows a customer to believe that the company will not use 
information asymmetry to deceive. Put another way, if the customer believes that the company 
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is honest and worthy of trust based on past transactions with the country’s enterprises, the 
customer can form an emotional dependence on the enterprises of that country, which in turn 
forms loyalty. Jap et al. (2003) found that under a long-term relationship between buyers and 
sellers, consumer trust increases the confidence of customers to obtain long-term returns, which 
can reduce the transaction costs of customers and increase customer loyalty. In addition, the 
indicators for measuring customer loyalty are not unique from the operational level. Scholars 
have often measured customer loyalty from three dimensions: purchase intention, 
recommendation intention and price tolerance. Empirical studies have found that consumer 
trust has a positive impact on these three dimensions. Wang et al. (2006) found that COO, as 
the source, affected Chinese consumers’ willingness to purchase and to recommend purchases 
to friends; Fu et al. (2005) found that COO acted as a quality clue and had a certain impact on 
Chinese consumers’ purchasing decisions. In addition, from the perspective of brand 
background trust, some scholars have found that the trust in COO led to a reduction in the 
customer’s perceived risk and transaction cost. As a result, the customer obtains value and 
benefit exceeding the money’s worth, which leads to improvements in price tolerance.  
Country of origin can improve customer-perceived quality. Trust in COO is influenced by 
customer cognition as the customer compares the economic, cultural, environmental and belief 
differences between their home country and the product’s COO (Mowat & Collins, 2000). Han 
et al. (2005) further argued that consumers have significant differences in the quality 
perceptions of brands across different countries. Chowdhury et al. found that the country of 
origin affected product quality perception. Empirical studies performed by Tes et al. (1997) 
have also shown that country of product assembly has a significant impact on the perception 
of product quality. The relationship between the COO of a brand and the perception of product 
quality confirmed that when the consumer was judging the quality of a product, COO was used 
to judge the attribute of the product. Hong et al. (2003) pointed out that there are stereotypes 
about the products manufactured in certain countries. Manral et al. (2009) stated that when a 
country promoted a good national image to consumers, consumers had a higher quality 
perception and overall evaluation of the products manufactured in that country. Wang et al. 
found that COO had a significant impact on the perceived quality by Chinese consumers. That 
is, Chinese consumers believed that the perceived quality of products from the U.S. is higher 
than that of their domestic products, and therefore they are more willing to buy products from 
the U.S. 
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2.5.1.3 The impact mechanism of COO on consumers 
There are three theoretical perspectives on the mechanism of impact of COO on consumer 
behaviour: indirect impact mechanism, direct impact mechanism, and comprehensive impact 
mechanism. These three perspectives are presented and discussed in the following. 
 
① Indirect impact mechanism – signal hypothesis, stereotype hypothesis 
Figure 2.5.1.3.1 Indirect impact mechanism 
 
 
 
 
Consumers often need to make purchasing decisions in the absence of brand or product 
information. The signal hypothesis asserts that consumers need to collect relevant information 
in the context of the COO of the brand, thereby reducing uncertainty. As a signal, COO can 
influence the consumer’s evaluation of a brand or product through the quality and image of the 
brand. That is, the consumer will infer the attribute information of a product based on the COO. 
Han et al (2005). used the halo effect to explain this process and claimed that the role of COO 
is similar to that of consumers using price to judge quality. In this manner, consumers can use 
COO to infer the quality of an unfamiliar foreign brand. The process is that COO impacts the 
evaluation of the product attributes, which in turn affects the consumer’s attitude towards the 
product, namely: COO → consumer trust → attitude/behaviour.  
Another similar point of view is the stereotype hypothesis. The stereotype hypothesis argues 
that COO is an established stereotype or schema used by consumers to evaluate a product or 
brand. For example, German cars are of high quality, Volkswagen is a German brand, therefore 
Volkswagen cars are also of high quality. 
According to the signal hypothesis and stereotype hypothesis, trust in COO promotes the trust 
of consumers in specific brands (Kayaman, & Arasli, 2007). When trust in COO 
increases/decreases, trust in the brand also increases/decreases. Accordingly, COO indirectly 
affects consumer brand loyalty through the intermediary role of consumer trust. 
 
COO 
Consumer trust 
Consumer brand loyalty 
Consumer brand quality 
perception 
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② Direct impact mechanism – independent property hypothesis and summary construct 
model 
Figure 2.5.1.3.2 direct impact mechanism 
 
 
 
 
The independent attribute hypothesis argues that consumers regard the COO as an attribute of 
a brand or product, which can affect their perception and evaluation of the brand together with 
other attributes. Li et al. (2007) also found that the reputation of the COO is treated as 
independent attribute information, where the information regarding the COO is important. 
Consumers may believe that the products (e.g. watches) of a COO (such as Switzerland) are of 
prestigious value and therefore believe that having that country’s products can reflect their 
social status. The hypothesis two holds that the COO and the other attributes of a brand are 
independent and mutually exclusive. Under a prestigious COO perception, the customer might 
think that there is no need to spend extra cost to develop a trust relationship with the specific 
brand.  
The summary construct model argues that consumers have a wealth of knowledge about 
products, and COO plays a role in summarizing the beliefs of product attributes and directly 
influences brand attitudes, namely: national beliefs → attitudes (Li et al. 2007). In other words, 
consumers use COO to characterize their knowledge of brands from different countries. For 
example, consumers may give higher scores to German cars and lower scores for Chinese cars; 
however, the scores are not based on the inferences made by the COO because they know the 
quality of German cars is really high. Agrawal et al. (2010) supported this hypothesis. They 
found that the objective quality of products varies from country to country, and that the 
objective quality of products from different countries of origin is consistent with the consumers’ 
evaluations of products from different countries. It can therefore be seen from the independent 
attribute hypothesis and the summary construct model that trust in COO can directly affect 
consumer brand loyalty and brand quality perception. 
 
 
 
COO 
Consumer trust 
Consumer brand loyalty 
Consumer brand quality 
perception 
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③ Comprehensive impact mechanism – elastic model 
Figure 2.5.1.3.3 Comprehensive impact mechanism 
 
 
 
 
In each of the above theoretical hypothesis models, COO either directly affects consumer 
behaviour or indirectly affects consumer behaviour through the full intermediary role of 
consumer trust. The signal hypothesis and stereotype hypothesis argue that COO impacts 
consumer attitudes and behaviours with consumer trust as an intermediary. Meanwhile, the 
independent attribute hypothesis and the summary construct model assert that consumers 
regard COO as an attribute of a brand or product, or the general knowledge of a brand, which 
directly affects consumer attitudes and behaviours. Knight et al. (2009) criticized these 
individual hypotheses and proposed the elastic model. He argued that regardless of consumer 
understanding of the brand, COO and consumer trust directly affect the attitudes and 
behaviours of consumers to varying degrees. Trust in the COO also affects consumer trust, 
which indirectly affects consumer brand attitudes and behaviours. Moreover, the elastic model 
hypothesis combines the signal hypothesis, the stereotype hypothesis, the independent attribute 
hypothesis and the summary construct model. The elastic model hypothesis proposes that COO 
can have a direct impact on consumer brand attitudes and behaviours as well as an indirect 
impact through the intermediary role of consumer trust. 
  
COO 
Consumer trust 
Consumer brand loyalty 
Consumer brand quality 
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2.6 Conceptual Model 
In the focus group findings, we found that forgiveness seemed to be an important factor for 
consumer trust; when consumers are more willing to forgive, trust towards a brand is more 
easily formed. Meanwhile, although the two-dimensional ethnocentrism was vigorously 
debated, it needs further quantitative research to explain the phenomenon. Therefore, from the 
focus group findings and theoretical underpinnings, the conceptual model for the quantitative 
research is presented in Figure 3. 
 
Figure 2.6. Conceptual model of the consumer trust-oriented decision-making process. 
 
  
Forgiveness Perceived 
quality  
Ethnocentrism COO 
Trust 
Brand loyalty 
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2.7 Hypotheses Development for Qualitative Research 
Based on the literature and qualitative research findings presented above, this section details 
the research framework established to investigate and analyse Chinese consumers’ purchase 
behaviour toward infant formula. In doing so, a series of hypotheses was formulated to guide 
the study in testing the proposed conceptual model empirically.  
2.7.1 Hypotheses of overall model (H1a, H1b, H1c, H1d and H1e) 
To study the effects of forgiveness, perceived quality, ethnocentrism and COO on trust towards 
brand loyalty under the overall situation, five specific hypotheses have been established. The 
proposed hypotheses are listed as follows: 
H1a: Forgiveness has significant influence on Trust in the overall model. 
H1b: Perceived quality has significant influence on Trust in the overall model. 
H1c: Ethnocentrism has significant influence on Trust in the overall model. 
H1d: Country of origin has significant influence on Trust in the overall model. 
H1e: Trust has significant influence on Brand loyalty in the overall model. 
The purpose of this thesis is to identify why Chinese consumers still purchase domestic brands 
after multi-brand crises. To this end, the overall data was divided into two groups based on 
Chinese consumers’ actual purchase behaviours: Domestic infant formula purchase group and 
Imported infant formula purchase group. 
2.7.2 Hypotheses of the Domestic infant formula purchase group model 
(H2a, H2b, H2c, H2d and H2e) 
To study the effects of forgiveness, perceived quality, ethnocentrism and COO on trust 
towards brand loyalty for the Domestic infant formula purchase group, five specific 
hypotheses were established. The proposed hypotheses are listed as follows: 
H2a: Forgiveness has significant influence on Trust for the domestic infant formula purchase 
group model. 
H2b: Perceived quality has significant influence on Trust for the domestic infant formula 
purchase group model. 
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H2c: Ethnocentrism has significant influence on Trust for the domestic infant formula 
purchase group model. 
H2d: Country of origin has significant influence on Trust for the domestic infant formula 
purchase group model. 
H2e: Trust has significant influence on Brand loyalty for the domestic infant formula 
purchase group model. 
2.7.3 Hypotheses of Imported infant formula purchase group model (H3a, 
H3b, H3c, H3d and H3e) 
To study the effects of forgiveness, perceived quality, ethnocentrism and COO on trust 
towards brand loyalty for imported infant formula purchase group, five specific hypotheses 
were established. The proposed hypotheses are listed as follows: 
H3a: Forgiveness has significant influence on Trust for the imported infant formula purchase 
group model. 
H3b: Perceived quality has significant influence on Trust for the imported infant formula 
purchase group model. 
H3c: Ethnocentrism has significant influence on Trust for the imported infant formula 
purchase group model. 
H3d: Country of origin has significant influence on Trust for the imported infant formula 
purchase group model. 
H3e: Trust has significant influence on Brand loyalty for the imported infant formula 
purchase group model. 
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2.8 Summary 
Chapter Two can be summarized in terms of two overall parts. The first part initially discussed 
COO information in terms of two aspects, namely the political and economic aspects. 
Subsequent sections discussed key factors in consumer perceptions of COO and dealt with 
variables of the research, including the halo effect, summary construct, consumer 
characteristics and information quality. The last section in this first part discussed purchase 
intention in terms of attitude. In the second overall part of the chapter, the theoretical 
underpinnings and the conceptual framework for this thesis were presented. Based on the 
theories and models elaborated in the first part of this chapter, the process of COO tenets in the 
context of Chinese consumers’ purchase behaviour was then discussed. The second part of this 
chapter concluded with the focus group questionnaire template and hypotheses development, 
which were based upon the literature review. 
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CHAPTER THREE: RESEARCH 
METHODOLOGY 
3.1 Introduction 
The aim of this chapter is to provide an understanding of the methodology and related research 
approaches adopted in the present study. In the following sections, the mixed methodology 
(include the qualitative and the quantitative) will be adopted, therefore this chapter will show 
how the methodology has been adopted; and aspects of the data collection will also be 
discussed. 
3.1.1 Research Paradigm 
The well-known definition of research paradigm is a research design (Kuhn, 1970). Babbie 
(2004) explains the research paradigm as a form for understanding and examination, which 
helps us to shape our ideas. In the scientific disciplines, a research paradigm can be the whole 
thinking system (Neuman 2006). In a typical research situation, a set of theories, methods and 
approaches will be included in a framework, and encompassed in a research paradigm, by 
which the researchers can process the data (Collis& Hussey 2003).   
There are two major research paradigms that can be used and have had a considerable impact 
in the marketing research area: the positivist research paradigm, and the interpretive paradigm 
(Collis & Hussey 2003). The positivist research paradigm is commonly considered quantitative, 
objectivist and methodical research; while the interpretive paradigm is normally considered 
qualitative and subjectivist.  
Phenomenological research is commonly known as a qualitative research paradigm, which 
involves a more exhaustive method than the standardized method. Interpretivism necessitates 
in-depth interviews, observation, focus groups or case studies to explore the relevant 
phenomenon. In order to have a better understanding of the phenomenon, an inductive 
approach is the frequently used method of data analysis (Blaikie 1993). In the present research, 
 PhD Thesis | Rongxi Hu 
86 
 
in-depth and face-to-face interviews are used to investigate both customers and online 
promotion users in China. 
Positivism is the oldest and the most generally used method (Neuman 2006). Researchers have 
shown how the positivist method can be used in science (Neuman 2006); nevertheless, it is 
only confined to science; however, many social science theories are also based on positivism. 
In a positivist approach, researchers normally attempt to collect a large amount of quantitative 
data. In this method, experiment, questionnaire and statistics are generally used to collect 
relative data. Through the analysis of the quantitative data, an expected or exact answer for the 
research question can be obtained. 
 
  
 PhD Thesis | Rongxi Hu 
87 
 
3.2 Qualitative research 
In order to achieve the above-mentioned research objectives, a qualitative methodology is 
adopted. In this research this method is more relevant in the exploration of the consumer 
behaviour changes after a multi-brand crisis and how the country of origin effects consumer 
behaviour after the multi-brand crisis. The qualitative research approach allows the researchers 
to discover, recognize and explain the types of variables that need further investigation.  
Qualitative methods use the perception of informers to provide detailed descriptions of 
interesting phenomena (Tharenous et al. 2007). Researchers naturally interpret qualitative data 
subjectively, therefore they tend to ask questions about the inductivity and rigour of data (Lee 
& Lings, 2008). However, the combination of strict qualitative methods and quantitative data 
ensures the validity and generalisation of exploratory research. In mixed methodology, it is 
appropriate to design qualitative research before the quantitative stage when little is known 
about the research problem or environment. 
 
Qualitative methods can be explained as “to gain the intricate details about phenomena such as 
feelings, though process and emotions that are difficult to extract or learn about through more 
conventional research” (Strauss and Corbin, 1998); followed by the explanation of qualitative 
methods, two of the objectives of this thesis are the qualitative investigation of the 
characteristics of consumer decision-making processes after a multi-brand crisis, and how the 
country of origin effects consumer’s behaviour after a multi-brand crisis. Therefore, Dewney’s 
(2004) believed, “qualitative inquiry permeate the surface of phenomena”, assists in reaching 
the objectives of this research. Methods for such inquiry require thick descriptions of 
phenomena and the meanings these phenomena and encounters have for those who experience 
them (Dewney, 2004). The meaning behind consumer behaviour and consumer perceptions of 
country of origin after a multi-brand crisis are based on their experience through the 
phenomena and affected by the total perception and experience of each members (Fraenkal 
2003).  
 
The qualitative approach design of present research included the focus group interviews and 
visual documentation, as the trust and the perceive risk with an intention to purchase are 
considered dynamic. Therefore, this research focuses on the interaction between the trust and 
the perceive risk to the decision context, requiring explanation of the flow and dynamic of 
phenomena (Corbin 2006). It was important in the research reported here to explore and 
 PhD Thesis | Rongxi Hu 
88 
 
understand the consumer decision-making process. Observing what people were acting, 
thinking, and feeling within their product choice was an significant part of this research 
(Dewney and Bentley 2009).  
 
Phase I took place in Wuhan, Hubei province, China. The location was chosen for two reasons. 
First of all, Wuhan is characterised as a second-tier city, and presents many positive attributes. 
Its population is approximately 10 million, making it the sixth largest city in China. The city is 
a growing metropolis with major investments in auto manufacturing, helping the city to grow 
economically. In addition, the city is less saturated by exporters, especially in the infant formula 
space, as are the major capitals of China. This offers an opportunity to penetrate the market of 
a rising city. In 2015, Wuhan ranked sixth in the top online sales for the 11/11 online campaign; 
and its credentials are becoming well established. Of course, this creates a limitation of Phase 
I, that the results in another city may different. However, the purpose of this qualitative research 
is to explore the components of consumer decision-making processes after a multi-brand crisis 
and how country of origin affects their behaviour, and to use the findings to develop the later 
quantitative research. Therefore, the Phase II (quantitative research) will minimize this 
limitation by sampling in three cities (first tier city: Shanghai; second tier city: Wuhan; and 
third tier city：Xiangyang) 
By collecting data through focus group interviews and visual documentation, findings from 
this qualitative data phase will then be developed in enriching the survey instrument, so that 
the trust, perceived risk, purchase intension and country of origin can be tested to investigate 
the relative effect of these independent factors.  
 
3.2.1 Visual Documentation 
To begin the study, information of the product and brand were collected. The product-related 
information such as slogan, brand, design, country of origin, ingredients, seals of the third party, 
price and any other notable characteristics were recorded by visiting many supermarkets, 
pharmacies and online stores. Photographs and tabular details of each product and brand were 
also taken and made as visual documentation. 
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3.2.2 Focus group interviews 
In marketing research, focus group interviews are wildly accepted and used by researchers, for 
investigating what consumers’ believing, feeling and the reason behind their behave, which 
provide a useful instrument for marketers to plan, develop, assesse, and evaluate their strategy. 
(Hawkins, 2002; Peter, 2004; Rust et al. 2004; Graham, 2008; Morgan et al. 2012; Berthon, 
2012). The main purpose of the focus group interview is to understand and clarify the meaning, 
belief and culture that influence individual feelings, attitudes and behaviours. Therefore, focus 
group interviews are ideal for discovering the complexities surrounding diary product selection 
and other lifestyle behaviours in the context of life experiences to encourage participants to 
actively participate in the research process. 
A questionnaire template was formulated for the focus group session. The design of the 
questions was based on information gathered from the literature review. 
3.2.3 Sample for Focus Group Interview 
Non-probability sampling method has been adopted in Phase I. Non-probability sampling also 
known as non-random sampling, this is the process of extracting samples according to certain 
subjective standards, so that parts of the whole are not extracted randomly but specifically by 
the investigator (Allen & Ng, 1999). This process merely reflects characteristics of a certain 
group but does not make inferences about the overall features of the group. It is a swift, simple 
and inexpensive data collection method (Mason, 2002). This method can be used when 
researchers have thoroughly understood the overall sample, or the overall sample is too large 
and complex to use probabilistic methods (Marshall & Rossman, 2006). Non-probability 
sampling method can be used to avoid poor samples or in situations where probabilistic 
sampling is not feasible, in order to avoid the impact on the overall representation of the group 
(Cavana et al 2001).  
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3.2.4 Details of focus group in China 
Conducting focus groups successfully in China requires preparatory work. The first step was 
to design a focus group questionnaire template in English based on the literature review, critical 
concepts and theoretical framework; which is then translated into Chinese. Before focus groups 
were conducted, small scale feasibility tests were carried out to ensure respondent privacy and 
data confidentiality, to avoid aversion towards interviews. 
In order to maintain local diversity and objectivity in the samples, 200 invitations were sent by 
telephone, social network, and email, along with hard copies provided for face-to-face 
interviews; which were aimed at different income groups in the 20-60 years age group. 
Respondents participating in this academic research focus group gathered at a certain time and 
place. All survey participants were each rewarded with a bag of Australian milk powder after 
the visit. From the 57 respondents that we screened, 32 people were selected and notified over 
phone, and final forms were emailed to these. There were 14 males and 18 females. All of 
participants were married with at least 1 child. In addition, samples were segregated according 
to different income levels. The monthly income of 8 people was in the range of RMB1,000-
4,000, 14 people in the range of RMB4,000-8000, 7 in the range of RMB8,000-15,000, and 3 
above RMB15,000. Out of the 32 participants, 5 did not have any experience in buying foreign 
products. 
In order to provide credibility and quality insurance to this focus project, the focus group was 
organised in the conference room of a 5-Star hotel. The conference room was divided into 3 
separate but interconnected rooms. One room served as the waiting area for the respondents. 
Participants were served snacks while lounging in the waiting area, both at the time of arrival 
and at the end of the session. The second room provided entertainment facilities to children; 
and the focus group was conducted in the third room. 
The research was held in the conference room of the reserved hotel. Respondents were divided 
into three groups according to their marital status, parenthood status, and occupation. Each 
discussion lasted 2 hours. The first group arrived in the morning between 9:30am and 11:30am, 
and included 10 participants, of which 3 were over 50 years old, others had children less than 
3 years of age. The second group arrived between 1:30pm and 3:30pm and included 10 
participants, of which 5 were married and have one child, and 5 were married and had 2 
children less than 2 years of age. The third group arrived between 4:00pm and 6:00pm, and 
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included 12 participants, of which 10 were married with 1 child less than 2 years of age, 2 were 
over 50 years old and had a grandson less than 2 years of age. 
Many translation companies were researched on the Internet, and two companies were 
identified, from Melbourne, Australia. There was telephone interview conducted for each of 
both these companies. Finally, Mr. Yu, a lecturer from Wuhan University, was appointed as 
the interpreter to translate back into English. 
Each focus group session began with the moderator providing an introduction in English, and 
stating the reasons for conducting such a focus group, objectives of the same, and expectations 
from participants, in order to achieve the research goal. The researcher translated the 
proceedings into Chinese and presented these to the participants. The moderator questioned the 
participants, while the researcher translated the same. Mr. Yu translated the participants’ 
answers into English and relayed these to the moderator. Each focus group was given a set of 
17 fixed questions, and lasted one hour. According to the feedback, the moderator posed 
additional questions to the participants. The moderator and the other two members debated 
whether to add extra questions or to limit it to the responses and answers from participants. 
Table 3.3.4 presents the portfolios of all participants; in order to ensure participants’ privacy, 
all names are replaced by codes:  
Focus group A, participant number one = FA-1 
Focus group B, participant number one = FB-1 
Focus group C, participant number one = FC-1 
Table 3.3.4 Portfolios of all participants 
GROUP  GANDER AGE  CAREER SINGLE/ 
MARRIED 
 
CHILD INCOME 
RAGERMB/m
onth 
OVERSEAS SHOPPING 
EXPERIENCE 
(ONLINE&OFFLINE) 
BACKGROUND  
FA-1 M 53 SENOIR 
MANAGER IN A 
LOCAL 
COMPANY 
M Y 8K-15K Y Has been to 
Australia once and 
his child studied in 
Australia for 5 years. 
FA-2 F 53 CFO IN A LOCAL 
COMPANY 
M Y 8K-15K Y Has been to 
Australia once and 
her child studied in 
Australia for 5 years. 
FA-3 F 55 SENOIR 
MANAGER IN A 
BANK 
M Y 4K-8K Y Has been to 
Australia three times 
and her child studied 
in Australia for 4 
years. 
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FA-4 M 23 PRIVATE 
BUSINESS 
SHAREHOLDER 
M N 4K-8K N N/A 
FA-5 M 33 PRIVATE 
BUSINESS 
OWNER 
M Y 15K and over Y Has a 3 year old boy 
FA-6 M 27 POLICEMAN M Y 4K-8K Y Has a 2 year old girl 
FA-7 M 27 PRIVATE 
BUSINESS 
OWNER 
S N 15K and over Y N/A 
FA-8 F 26 FULL-TIME 
HOUSEWIFE 
M Y  Y Has a 2 month old 
boy. 
FA-9 F 26 FULL-TIME 
HOUSEWIFE 
M N  Y N/A 
FA-10 M 25 BANK STAFF M N 1K-4K Y N/A 
FB-1 F 26 STATE-OWNED 
ENTERPRISES 
WORKER 
S N 4K-8K Y N/A 
FB-2 F 30 STATE-OWNED 
ENTERPRISES 
WORKER 
S N 4K-8K Y N/A 
FB-3 M 31 STATE-OWNED 
ENTERPRISES 
WORKER 
S N 4K-8K N N/A 
FB-4 M 28 PHD 
CANDIDATURE 
S N 1K-4K N N/A 
FB-5 F 30 PRIVATE 
COMPANY 
WORKER 
S N 1K-4K N Used to study in 
Australia for 2 years. 
FB-6 F 56 BANKER M Y 4K-8K N Has a 4 month old 
grandson. 
FB-7 M 31 STAFF IN BANK M Y 4K-8K Y Has a 4 month old 
son. 
FB-8 F 28 PRIVATE 
COMPANY 
WORKER 
M Y 4K-8K Y Has a 3 month old 
girl. 
FB-9 F 27 PRIVATE 
COMPANY SALES 
M Y 4K-8K Y Has a 1 year old girl. 
FB-10 M 29 RAILWAY STAFF M Y 4K-8K Y Has a 1 year and a 1 
month old boy. 
FC-1 F 27 STATE-OWNED 
ENTERPRISES 
WORKER 
M Y 1K-4K Y Has a 7 month old 
girl. 
FC-2 F 29 NURSE M N 8K-15K Y N/A 
FC-3 F 29 PRIVATE 
COMPANY 
WORKER 
M Y 8K-15K Y Has a 1 year and an 
8 month old boy. 
FC-4 M 30 PRIVATE 
COMPANY 
WORKER 
M Y 8K-15K Y Has a 1 year and 8 
months old boy. 
FC-5 F 33 PRIVATE 
COMPANY 
WORKER 
M Y 1K-4K Y Has a 9 month old 
boy. 
FC-6 F 33 PRIVATE 
COMPANY 
MANAGER 
M Y 8K-15K Y Has a 6 month old 
girl. 
FC-7 M 39 STATE-OWNED 
ENTERPRISES 
MANAGER 
M Y 15K and over Y Has a 6 month old 
girl. 
 PhD Thesis | Rongxi Hu 
93 
 
FC-8 F 28 PRIVATE 
COMPANY 
ACCOUNTING 
M Y 4K-8K Y Has a 5 month old 
boy. 
FC-9 M 30 PRIVATE 
COMPANY SALES 
REPRESENTER  
M Y 4K-8K Y Has a 5 month old 
boy. 
FC-10 F 29 BANKER M Y 4K-8K Y Has a 2 month old 
girl. 
FC-11 M 28 PRIVATE 
COMPANY 
WORKER 
M Y 1K-4K Y Has a 2 month old 
girl. 
FC-12 F 56 BANK MANAGER M Y 8K-15K Y Has a 2 year old 
grandson. 
 
In addition, all participants were notified of ethics considerations; and ethics approval and 
participants’ information statement sheets were provided to each individual. 
 
  
 PhD Thesis | Rongxi Hu 
94 
 
3.3 Quantitative research 
The purpose of this research is developing and investigating the conceptual model of consumer 
trust-orient decision-making process with country-of-origin effects as stimulus whereas 
purchase intention and purchase behavior as response of consumer behavior. The Phase II of 
this research investigates and tests the structural model which developed from Phase I. 
Therefore, quantitative research method has been adopted for Phase II. For quantitative phase , 
questionnaire was adopted that allowed researchers analysis of a large sample engaged in 
diversity of behaviors (Oppenheim, 2000), and its helpfulness in examining the correlation 
comprehensively between variables (Craig et al, 2003). 
3.3.1 Sampling and Data Collection 
In order to investigate the difference between domestic infant formula purchaser and imported 
infant formula purchaser, the non-probability sampling method has been adopted for phase II 
(quantitative research). Therefore, 800 questionnaires to be distributed by 4 of the online infant 
formula sellers, to ensure participant has purchased infant formula recently. Accordingly, 800 
current customers, who have real purchase behaviour on an infant formula brand, were 
surveyed, and a filter was used in the online questionnaire record to delete questionnaires which 
were not fully filled out. Consequently, there were 543 questionnaires that were used in this 
study. 
3.3.2 Data Analysis 
Several statistical analyses and multivariate techniques are taken for investigating the 
objectives of this study. These analyses are conducted mainly by the software SPSS and PLS-
SEM 
Descriptive Statistics 
After the survey, the characteristics from participants are summarized first. Descriptive data 
are listed in tables. Percentage value, mean value and standard deviation are used to cut down 
the diversity of the data and all those descriptive statuses are used to clarify participant’s 
motivation and capability to evaluate a brand (Rigdon, 2012).  
Reliability Analysis 
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According to McDaniel and Gates (1998), reliability is the degree to which measures are free 
from random error and thus provide consistent data. “Consistency indicates how well the items 
measuring a concept hang together as a set” (Sekaran 2000). The most frequently used statistic 
to measure internal consistency is Cronbach’s coefficient alpha, which provides an indication 
of the average correlation among all of the items from that scale. To verify the internal 
coherence of items in a questionnaire measuring an indicator by Cronbach’s coefficient alpha, 
assesses the reliability level as well as the stabilization level of the whole questionnaire 
measuring indicator, and adjusts the indicator items of lower reliability.  
Cuieford (1965) suggested Cronbach’s alpha coefficient value lower < 0.35 as low reliability, 
0.35 ≦Cronbach’s alpha coefficient value < 0.7 as just acceptable reliability and Cronbach’s 
alpha coefficient value ≧ 0.7 as high reliability. 
Factor Analysis 
Fundamental factors that were collected from participants are used to estimate fast food 
selection and service quality aims to categorize variables into some main aspects by relevance. 
This helps cut down data diversity and will set up a better description to original variables 
(Astrachan, 2014). 
Moreover, PLS-SEM (Partial Least Squares Structural Equation Modeling) is a useful tool for 
marketing research and this model is widely used by researchers (Hair, Ringle and Sarstedt, 
2011; Ringle, Sarstedt and Straub, 2012; Kock, 2016). The most important function of PLS-
SEM for this research was measured the collinearity, predictive relevance, significance and 
relevance of path coefficient in structural measurement of the conceptual model.  
3.4 Ethics considerations 
Ethics approval was sought and obtained, and the necessary considerations taken into account 
with regard to safely storing participant information. All information is stored in RMIT 
University personal storage space, which is locked. In addition, for data backup purposes, all 
information is codified and stored in multiple locations (Cloud, laptop and USB). Following 
the completion of the thesis, data collected will be placed in a storage facility at the researcher’s 
personal residence for 5 years, then destroyed. 
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3.5 Summary 
Chapter Three presented the methodology for the present research. The chapter consists of a 
presentation of the qualitative research, sampling techniques and procedures of data collection. 
The chapter also includes details of focus group research, the procedure for the focus groups. 
In Chapter Four, the analysis and summary of the data will be presented.  
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CHAPTER FOUR: QUALITATIVE 
FINDINGS AND ANALYSIS 
4.1 Introduction 
This chapter presents the analysis of the findings gathered from the focus group sessions. The 
transcriptions were based on the focus group questionnaire template, which follows the 
structure of the conceptual model.  
In addition, all participants were notified of ethics considerations, and ethics approval and 
participants’ information statement sheets were provided to each participant. 
4.2 Findings and discussion of focus group 
Based on the literature review, we developed a trust-orientated model of the consumer 
decision-model process, which includes three detentions, trust, perceived risk and benefit, in 
relation to the purchase intention. First, we will focus on the results based on domestic-made 
infant formula. 
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4.2.1 Trust 
Sixty-eight percent of the participants, who had actual purchase behaviour, indicated that they 
chose a brand because friends or people they know recommended it. They felt that friends’ 
recommendations are reliable and can be trusted. Seventeen percent did research by themselves 
though online channels, especially looking for other users’ recommendations. Only 3.5% of 
participants chose a brand because of advertisement, as well as doctor recommendation. 
Interestingly, 7% of participants felt that the reason for choosing a particular brand was its 
expensive price only: they thought that a higher price must mean better quality. This shows 
that they do not have enough information to evaluate the brand: the price therefore became the 
only measurement for their choice. Based on this result, we can see that trust has become the 
most important factor in consumers’ purchase behaviour, and advertising is losing credibility 
because of the multi-brand crisis. 
The more trust a company cultivates, the less likely that the purchase of its products will be 
suspended or reduced. Dairy product companies take major responsibility for the safety of their 
products and play an important role in the safety control of dairy products. Therefore, the more 
trust customers have in a dairy product company, its quality control, integrity and consideration 
of consumer benefits, the less likely it is that they will suspend or reduce their purchasing of 
that company’s products. 
After multi-brand crises, the trustee of the industry trust – consumers would enhance their risk 
perception, which would result in a decline in industry trust. Trust violation would have an 
impact on both the psychological cognition and behaviour of consumers. In terms of 
psychological cognition, consumers would generate cognition evaluations inconsistent with 
previous ones and doubt enterprises’ behaviour. Meanwhile, they would also doubt their own 
initial trust and automatically judge the causes of the crises. If the crises are attributed to 
enterprises themselves, consumers would demonstrate anger. Trust violation changes the 
relationship between enterprises and consumers, which results in changes in consumer 
behaviour. Consumers would first presume the high risk of the industry and play an active role 
in searching for information. Moreover, they would also change their buying behaviours to 
effectively avoid risks and reduce anxiety and panic. 
4.2.2 Perceived risk 
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From the focus group, we found that 14 out of 32 participants worry greatly about the domestic 
dairy industry. Consumers’ main concerns about the domestic dairy industry are abuse of 
additives, followed by polluted source. However, other factors participants mentioned included 
inferior materials, contamination in processing, pollution in packaging and shipping, and 
expiration of date. All these concerns appear to be caused by the multi-brand crisis. 
Consumers’ risk perception will stay at a high level after the events of brand crisis, which will 
influence consumer purchase behaviour through the perception of the source of risk, the 
severity of the risk and the liability of risk (Bauer, 1960). According to Quan (2011), consumers’ 
risk perception and awareness, as well as other factors, can significantly affect consumer 
purchase behaviour. The stronger the awareness of risk, the lower the possibility of purchase 
behaviour. Consumers’ risk perception in the dairy industry has three levels: great worry, little 
worry and no worry. Causes of concern may include polluted source of milk, stale inferior 
materials, contamination in processing, abuse of additives, pollution in packaging and shipping, 
and expiration of date. 
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4.2.3 Benefit 
After the multi-brand crisis, consumers became more cautious in selecting purchase places. ‘A 
Report on the Dairy Consumption of Chinese Residents’ in 2008 showed that the proportion 
of consumers who often bought domestic-made infant formulas in supermarkets and 
department stores was 83.7%, while this survey’s data shows that consumers mainly bought 
domestic-made infant formulas from large supermarket stores, followed by small chain 
supermarkets and convenience stores, whose total proportion reached 96.3%. The proportion 
of customers who chose other ways to purchase infant formula was lower than 5%, indicating 
that since the crisis customers have enhanced their safety awareness and prefer to buy from 
large supermarkets. The reason for this is that customers became more cautious in the purchase 
process after the crisis. Moreover, due to the special nature of infant formula consumption, 
consumers were more willing to confirm the product quality, expiration date and other product 
information personally: they chose supermarkets because of their variety, assured quality, 
regular purchase and other characteristics, which indicates that consumers paid increasing 
attention to the safety of the retailer. Therefore, based on the investigation results, we claim 
that the impact of increased convenience on customers’ purchase intention is very limited. 
In addition, the numerous factors that influenced respondents’ considerations when selecting 
dairy products were summarised into 9 types, and then respondents were asked to rank them 
according to their importance. Product quality was the highest at 9.3 out of 10, followed by 
nutritive value at 7.11. However, brand also played a significant role in consumer consideration 
at 6.35. Price, discount, convenience, design, optional types and advertising scored lower than 
3, from which it can be seen that the crisis made consumers become more rational in the 
consumption of domestic dairy products, mainly considering the characteristics of the product 
itself (whether it was safe and assured) rather than the brand, price, packaging, advertising and 
so on. However, ‘A Report on the Dairy Consumption of Chinese Residents’ in 2008 showed 
that 56% of consumers attached great importance to the price, ranking the price in second place, 
just behind brand. This indicates that customers’ attention to quality has increased, while their 
sensitivity to prices had decreased. Thus, the impact of prices on customers’ decision-making 
is falling. Moreover, from the focus groups, we found that the major brands of infant milk 
powder made in China are Yili, Mengniu and other domestic brands, but consumers are also 
eager to buy Yashily, Mead Johnson, Nestle, Synbiotics, Abbott and other foreign brands; 
however, the price differences between these brands are not large. 
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4.2.4 Product knowledge 
Results show that the nutritive value of the product has the highest avenge score at 4.25, 
followed by brand at 6.35, as we reported in section 4.2.3. However, the guarantee becomes 
the third top issue of the product knowledge at 4.25. This means, for domestic-made infant 
formula, the nutritive value, brand and guarantee are the key factors in consumer product 
knowledge. 
4.2.5 Ingredients in imported infant formula 
For ingredients a vote was asked for all participants. Eighty-eight percent of the participants 
felt that they have the capability to filter their choice of infant formula by reading the 
ingredients table; however, only eight of them shared examples of ingredients found in the 
formula, such as calcium, iron, zinc, selenium, DHA, certain bacteria groups and fish oil. 
Twelve percent of the participants noted that they have no idea about ingredients. Based on 
this response, we see that most participants have a capability to evaluate the ingredients of 
infant formula, but that this capability is limited to a few specific ingredients. 
. 
4.2.6 Product information quality 
Result shows 52% of the participants felt that credibility is the critical factor for them in 
choosing a brand. This includes the credibility of channels and experts’ recommendations. 
Thirty-nine percent of the participants believed that social influence is a key factor in their 
decision-making process, which means that how others act has significant impact on their 
choice. Nine percent of participants also indicated that the issues of quality, safety and 
traceability are more important when they need to be persuaded to buy a brand. 
4.2.7 Information searching 
From the focus group, we found that TV commercials and the physical store are no longer the 
major ways of obtaining product information: only four participants obtained information from 
these two channels (one from a TV commercial and three from a physical store). Thirty-eight 
percent of the participants indicated that they obtain information through online commercials 
or search engines, and half of them gained information about a product through word of mouth. 
The results also showed that 27 of the participants believed word of mouth is the most reliable 
channel through which to obtain information, followed by online commercials and search 
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engines (four participants). Only one participant thought the physical store is a more reliable 
source of information. 
4.2.8 Perceived security protection 
Unexpectedly, the results from focus groups show that consumers are not wary of domestic 
fake infant formulas in general: only four of participants said that they are wary of fake 
domestic infant formula. This is because they mainly purchase infant formula though large 
supermarkets, and they believe there are no fake products in large supermarkets. 
Eleven of the participants indicated that they have no capability to distinguish between fake 
and real infant formula. Fourteen participants choose to pay more attention to channel 
reliability. Five of the participants think the only way to avoid fake products is to buy in a 
trusted shopping centre, local store or supermarket, but that it is hard to buy overseas brands in 
all these places. Unexpectedly, two participants said they use taste to distinguish between fake 
and real products. 
Obviously, perceived quality has a great influence on customers’ purchase behaviour. The 
more they are concerned about the industry, the more likely they are to cease or reduce their 
purchasing due to lack of confidence in the industry. Distrust will decrease the possibility of 
purchasing. 
Customers’ concerns about contamination, misuse of additives, expired products and residues 
of poisonous and harmful substances can easily affect their purchase behaviour: they usually 
cease or reduce purchasing upon encountering such problems, because those violations have 
direct impact on the integrity of products that can lead to damage to the mind and body. 
Following the crisis, in the case that the customers’ own misuse of a product, or other reasons, 
had given rise to the crisis and therefore significantly influenced the purchase behaviour, this 
suggests that the customers consider themselves to take the accountability, and they are thus 
unlikely to cease their purchasing. On the other hand, if by any chance it was caused by the 
misconduct and improper operation of the government, enterprise, industrial association or 
dealers, the possibility of call-off or reduction can increase dramatically. 
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4.2.9 Third-party seals 
Twenty-five participants indicated that the third-party seals from the government on products 
can be trusted, and seven of them doubt this. The results to be the same as for the above question, 
therefore we believed that third-party seals from the government are highly related to the trust 
in the government. Twenty-six of the participants indicated that the government should play 
an important role in the safety control of dairy products. This shows consumers’ belief that 
effective supervision by the government can improve the quality and safety of the whole dairy 
product industry. 
Thirty participants felt that third-party seals from industry associations are suspect, and only 
two of them thought that they can be trusted; most participants felt that after the melamine 
scandal these industry associations may have to improve their management quality. However, 
most consumers still believed that the Chinese dairy industry association lacks credibility 
because of the melamine scandal and other multi-brand crises. 
Third-party seals from the government are highly related to trust in the government. Therefore, 
if the consumers have more trust in the government, they will be more active in their purchasing. 
According to the research, 26 participants believe that the government should play an important 
role in the safety control of dairy products. This shows consumers’ belief that effective 
supervision by the government can improve the quality and safety of the whole dairy product 
industry. The stronger the governmental supervision over the whole industrial chain, the fewer 
accidents there will be; also, consumers’ trust in the industry will be higher, as will their 
willingness to purchase its products. 
Third-party seals from non-government parties such as industry associations also highly 
depend on the trust in the industry. However, most consumers expressed belief that the Chinese 
dairy industry association is lacking in credibility, because of the melamine scandal and other 
multi-brand crises. Therefore, in Phase II (quantitative research), we will investigate the third-
party seals in two aspects: third-party seals from government parties and third-party seals from 
non-government parties. 
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4.2.10 Reputation 
From this question, we found that 20 participants thought the well-known nature of the brand 
is the key factor in its reputation, followed by honesty and familiarity with the name of the 
brand. However, only two of the respondents indicated this brand has a good reputation. This 
is because, after the multi-brand crisis, the reputation of domestic infant formula has no 
reputation in general; therefore, the well-known nature of the brand is the only term for 
consumers to persuade themselves that maybe the larger brand is more reliable.  
Consumers’ feelings toward the dairy industry also have a big influence on their purchasing 
behaviour. The stronger the consumers’ positive feelings toward the dairy industry, the higher 
the possibility of them purchasing. 
However, the results show that, after the multi-brand crisis, the reputation of domestic infant 
formula has no reputation in general, therefore the well-known nature of the brand is the only 
term for consumers to persuade themselves that perhaps the larger brands are more reliable. 
This is a very different finding from that of previous studies.  
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4.2.11 Familiarity 
Our findings show that 15 participants felt ‘I am familiar with these large brands, because they 
are variety show sponsors’; 8 thought ‘I am familiar with using their products’; 4 mentioned ‘I 
am familiar with the process of purchasing from channels’; and 5 participants said ‘I am 
familiar with brands because of adverting’. These results confirmed findings on reputation, the 
well-known main factors of reputation that the main familiarity comes from sponsorship of 
variety TV shows. 
Overall, consumers mainly purchase three brands: Yili, Mengniu and Shanyuan. This is not 
because consumers believe larger brands have higher product quality, service and so on; rather, 
the larger brands invest in variety TV show advertising more, which is why consumers’ 
familiarity with them is higher. However, the results did not show a significant relationship 
between familiarity and trust and perception of risk. Therefore, we will use quantitative 
research to further investigate this. 
4.2.12 Consumer disposition 
Eighty-one percent of the participants indicated that the mother will make the decision when 
buying infant formula, while 16% said both parents will make the decision together. Only one 
(3%) decision was made by the father.  
After the multi-brand crisis, the 50+ age group were all choosing to stop purchasing domestic 
infant formula, and 85% of participants from the age 40-50 age group were doing the same. 
The 30-40 age group and 20-30 age group were stopping purchasing to the lesser extent of 
around 76% and 62% respectively. This is perhaps because older consumers attach more 
importance to health and are easily affected by external information. 
Results show that participants in the less than high-school degree group have the highest 
possibility (70%) of stopping purchasing domestic infant formula, followed by the high-school 
degree group (52%). However, for the undergraduate degree group, only 33% of participants 
choose to stop purchasing, and in the postgraduate and above degree, the percentage was lowest 
at 13%. This is because better educated consumers are more rational in the purchasing process. 
They are good at analysing various information sources, have their own analytical ability 
concerning the communication of crisis events and thus are less affected. 
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In the wake of the crisis, the ages, sexes and incomes of customers affected their purchasing 
behaviours. After a crisis, according to Kuznesof (1997), customers’ purchasing behaviours 
will be influenced by such personal factors as bias, belief, social values, experience and 
motivations. The ages of customers, based on Fang Zheng (2007), will influence their 
behaviours; and the crisis will affect senior customers more. According to Wang and Zhou 
(2009), age, sex, education and income will all influence customers’ concerns about the 
‘Melamine Incident’, which will lead to a corresponding change in their purchasing behaviours. 
The marginal effect of age is negative, which shows that age clearly affects consumers’ 
purchase behaviours. After the crisis happened, older consumers were more affected in 
consumption behaviours, which might be because older consumers attach more importance to 
health, and are easily affected by external information, thus are likely to suspend purchase.  
Education also clearly affects consumers’ purchase behaviours: better educated consumers are 
less likely to suspend or decrease purchasing in reaction to a crisis because better educated 
consumers are more rational in purchasing processes. They are good at analysing various pieces 
of information, have their own analytical ability concerning the communication of crisis events 
and thus are less affected. 
Based on the literature review, we developed a trust-orientated model of the consumer 
decision-model process. The following sections will display the results based on country of 
origin effects. 
4.2.13 First impression of foreign product (as a sample for imported infant 
formula) 
From the responses to the first question about country of origin, 88% of the participants (28 
out of 32) had a positive impression of foreign products. Thirty-four percent of the participants 
shared their first impression of foreign products in the focus group. The focus group 
transcription shows that 22% of the participants (seven out of 32) mentioned good environment, 
beautiful, big land and natural resources; 9% of the participants’ (three out of 32) first 
impression of Australia is milk and infant formula; and 3% of the participants (one out of 32) 
said the first impression of Australia is Australia’s quality products and supplements. The 
reason may be trust in Australian food safety standards. From the statistics, the well-known 
view of Australia as a country of origin is of a country with a good environment and plenty of 
beautiful, big land and nature. This means that 22% of participants know the country’s image 
is that of ‘green-and-clean’. Through the other questions, the present research found that the 
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four participants who mentioned dairy products and supplement products did so because they 
have had the experience of buying these products.  
4.2.14 Benefit towards foreign product 
Sixty-six percent of the participants chose to buy infant formula from online stores or through 
Wechat, and they believed that Wechat is ‘most efficient way to buy those things’. Nine percent 
of the participants will buy infant formula from local supermarkets and stores. However, the 
transcription shows that, although they are willing to buy infant formula online, instead they 
buy at the supermarket because they have obstacles or lack capability to buy it online. In 
addition, 3% of the participants buy products when they are in Hong Kong or overseas in this 
case because infant formula is a long-term continuous consumption product, so only if they 
could go overseas or to Hong Kong very frequently could they do so. Twenty-two percent of 
participants did not answer this question. 
The results show that, when purchasing foreign products, the respondents were mainly 
choosing online vendors; this is because purely foreign products (English packaging) can 
only be sold in online shops. However, some of the participants were purchasing hybrid 
products (foreign brands with Chinese packaging or Chinese brands but manufactured 
overseas) from supermarkets. Therefore, from this result, an unexpected understanding of the 
question, we can assume that the sale of hybrid infant formula in supermarkets will decrease 
consumers’ perception of risk in relation to it. 
4.2.15 Country of origin information for purchase intention 
Nineteen percent of the participants who shared ideas indicated that they believed country of 
origin is important when they are making decisions, while only two participants said it was not 
that important. Of the 19% of participants who shared ideas, it is interesting to note the reasons 
they gave: 
1) Purely natural 
2) Safe and reassuring 
3) Great source  
Therefore, from the results of the focus group, it is shown that participants believe that country 
of origin is important when they are making decisions. 
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Most of the Chinese consumers experience the same Australia country of origin effect, 
especially in terms of the environmental factors such as good climate, beautiful, big land and 
natural resources. However, for some of them, their Australia country of origin image is based 
on the product, such as milk, infant formula, supplements and other Australian quality products. 
The focus group also shows that more than half of Chinese consumers actually purchase 
Australian cosmetics and dairy products. One of the participants noted that: 
‘When hearing something is from Australia, the feature I can think of is purely natural, 
which means naturally grown and there is no addictive. That’s the reason why I purchase 
Australian-made formula.’  
This response shows that the country of origin has a significant impact on purchase behaviour 
in general. A relationship exists between the information on country of origin and consumer 
purchase behaviour. 
4.2.16 Product knowledge of foreign brands 
Twelve participants felt that country of origin is a key factor in their decision-making process. 
Fifteen of the respondents believed that safety and quality are more important in their 
consideration. Three respondents noted that price is their main concern in making their choice, 
but it is not the lower the better, but rather the higher the better. They felt that ‘better products 
are more expensive’. Only two participants noted that brand is the key factor in their 
consideration. 
4.2.17 Product information quality 
Nine of the respondents indicated that there were various reasons why they specifically buy 
Australia products. These reasons included safety, friend recommendation, nature and 
credibility. Three responses stated that ‘Australia gives me the impression of food safety’. As 
well as friend recommendation, three responses stated that they have friends in Australia, and 
when they give recommendations they trust them. Meanwhile, two of the respondents believe 
that nature is the key factor for their purchase. Unexpectedly, one response mentioned that 
credibility is the main reason for the purchase. Therefore, we conclude that most consumers 
believe that food safety (issue involvement), credibility and friend recommendation (social 
influence) are the key factors in choosing what product to purchase. 
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4.2.18 Perceived security protection  
When asked are you wary of fake Australian-made infant formula, almost all the participants 
said that they are wary about the fake products; this finding is totally opposite to that regarding 
wariness of domestic products. This is because Australian-made infant formula can only be 
purchased online, and the purely English packaging creates barriers for consumers to 
distinguish between real and fake products.  
Based on the focus group responses, we find that, for most consumers, issue involvement, 
credibility and social influence are the key factors when they purchase infant formula. When 
consumers evaluate the products made in Australia, all the information qualitys are working 
with country of origin at same time. This means that the information quality has a positive or 
negative impact on country of origin information communication; for example, we found in 
the focus groups that most Chinese consumers choose a particular country’s brand based on 
friends’ recommendations, because this channel’s source credibility is considered higher than 
the source credibility of other channels. Moreover, when we assessed the problem of fake infant 
formula, we found that all Chinese consumers are wary of fake infant formula; and most 
Chinese consumers avoid buying fake products by purchasing through reliable channels. In 
addition, one-third of consumers have no idea how to avoid fake products. Therefore, based on 
the results of the focus group, the issue involvement is highly relevant to purchase intention.  
The results show that most Chinese consumers believe that the credibility of the information is 
the key effect, followed by social influence. However, the issue involvement also worked for 
some of the consumers. Moreover, these three components interact with each other. 
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4.2.19 Country of origin 
Results show that all the participants believe the third-party seals from the Australian 
government can be trusted. This is because they trust the Australia food safety system. 
However, they do not really understand the Australia food safety system; they are just trusting 
it. 
Thirty-nine participants felt that third-party seals from non-government parties, such as the 
Australian dairy industry association, can be trusted. None of the participants felt that these 
seals could not be trusted. However, three the participants felt that they are trusting the seals 
from Australia non-government parties but that this is unnecessary, because the seals from 
government parties are enough to prove the quality of infant formula. 
We also found that 12 participants thought that the well-known nature of the brand is the key 
factor in its reputation, followed by honesty and familiarity with the name of brand at 10. In 
addition, seven of the respondents thought that this brand has a good reputation. However, only 
three participants thought that honesty is a key factor. This is because the information about 
Australian brands is not enough to judge the honesty of the brand. Moreover, the result shows 
that there are large differences between domestic-made and Australian-made infant formula, 
because after the multi-brand crisis in China, domestic infant formula has no reputation in 
general; therefore, the well-known nature of the brand is the only ground on which consumers 
can persuade themselves that perhaps the larger brands are more reliable. However, for the 
Australian-made products, consumers are more likely to evaluate the brand reputation in a 
comprehensive way. 
As we argued before, trust in third-party seals from the government are highly related to trust 
in the government. According to the research, all the participants think the Australia 
government can be trusted. This is as same as for the Chinese government. 
However, all of consumers believed that the Australia dairy industry association is credible, 
because there has not been any brand crisis in Australia. Therefore, in Phase II (quantitative 
research), for the Australian third-party seals, we do not have to investigate the third-party seals 
in two aspects (third-party seals from government parties and third-party seals from non-
government parties). 
4.2.20 Personality  
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Nineteen out of 32 participants chose foreign-made products, and the most-mentioned reason 
for this choice was that they believe those products are safer. In addition, 13 out of 32 
participants prefer domestic-made products, only because of the economy; however, if the 
prices of foreign-made and domestic-made products are the same, they will definitely choose 
foreign-made products. 
In many countries, people are more willing to purchase domestic-made products; however, the 
results from the focus groups show that most Chinese consumers are willing to buy foreign-
made infant formula. Participants have spoken of this in the following examples: 
FB-1: ‘It is more safe, and when you talk about infant formula people will consider [it a] 
more reliable, more safe product. Under this situation, the foreign brands are our first 
choice.’ 
FB-6: ‘I think some of people in China will choose the Chinese one, it is cheaper than the 
foreign formula. However, if their purchase power can reach to a certain level, I believe 
they always want [to] give the best for their child (foreign made).’ 
Because of the melamine incident, most Chinese feel that the domestic-made infant formulas 
are unsafe, and, if they can afford it, they are willing to purchase foreign-made formula. 
However, some of them commented: 
FB-8: ‘We believe domestic brands are improving now, we are not saying it’s not good, 
it just takes time.’ 
FA-6: ‘I used to blindly trust in foreign products, and even bought all my baby’s clothing 
in Hong Kong, which were all American brands, but later I found that they might not suit 
the needs of Chinese babies, and Chinese products were not necessarily inferior to foreign 
products.’ 
This is evidence that some Chinese consumers are struggling with their choice: on the one hand, 
they still have faith in domestic-made products, but, on the other hand, they feel these products 
still need time to improve in quality. 
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4.3 Discussion of focus group findings 
4.3.1 Brand attitude 
The occurrence of a product crisis will have a great impact on the enterprises and products 
involved in the crisis. In this survey, however, the participants’ attitudes towards domestic 
dairy products companies and brands was not as serious as expected. Most participants believe 
that the current largest domestic milk powder production companies still have a certain sense 
of responsibility and that ‘domestic brands can still be trusted’. Why does this happen?  
The author thinks there are five reasons for these beliefs. The first, relates to the company’s 
responsiveness. After the dairy incident, these companies (mainly Yili, Mengniu and Bright 
Dairy) released news in a timely fashion to inform the progress of the incident. The company’s 
rescue behaviours, such as the unconditional recall of defective products and free treatment for 
injured patients, may have also left a good impression on the public. Some studies have pointed 
out that the company’s response impacted customers’ perceptions of and attitudes towards 
corporate brands (Niraj & Madan, 2000; Wang Xiaoyu etc., 2008).  
The second reason relates to previous corporate social responsibility publicity. Companies’ 
publicity of themselves in the society has a significant influence on customers’ brand attitudes. 
The study finds that corporate environment and social perceptions influence customers’ 
attitudes toward companies and products, as well as purchase behaviours, forming a halo effect 
on companies and their products. (Brown & Dacin, 1997; Drum wright, 1994; Handel-man & 
Arnold, 1999; Sen & Bhattacharya,2001). For example, customers are persuaded by reports of 
corporate activities, such as environmental protection and donations to primary schools. 
The third reason is that customers will attribute self-interested thinking when a product crisis 
occurs, and their brand loyalty will be inconsistent with previous perceptions. To reduce the 
conflict caused by inconsistent perceptions, customers will attribute their self-interest, which 
may be attributed to responsible persons outside the company, such as suppliers and breeders, 
and that it is an uncontrollable factor of the source of goods for the company. The attribution 
of customers’ responsibility to enterprises will affect customers’ attitudes toward brands 
(Laczniak, De Carlo & Ramaswami,2001). Studies suggest that customers tend to be 
attributable to the user themselves when the products of famous enterprises are defective or 
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cause harm, while customers tend to be attributable to the enterprise when miscellaneous 
products have the same hazards.  
The fourth reason relates to the number of dairy enterprises. This may partly explain why the 
purchase intention of domestic infant milk powder is still above the middle level after the dairy 
product crisis. Since customers felt that buying the famous corporate products was risky, how 
could the quality of other small businesses be protected? Therefore, they may choose the best 
one from the poor coverage in the case of limited scope.  
The final reason relates to customers’ concept of consumption. In Western countries, customers 
are found to be more aware of their rights; that is, buying or boycotting products influences 
enterprises’ behaviours (Webster, 1975). Perhaps in China, customers’ awareness is not very 
strong; the traditional concept of ‘filthy ate have no disease’, ‘what eyes do not see is regarded 
as clean’ indicates that customers hold a compromising attitude towards the status of food, just 
do not ‘too much’. 
4.3.4 Country of origin 
Among those who chose imported infant formula milk powder over domestic milk powder, 
36.8% of respondents stated that the supervision of the powder’s quality was more stringent; 
17.4% mentioned that the production technology was more advanced or the formula was more 
scientific; 14.2% emphasised mature and complete after-sales service, product recall 
mechanism and crisis response system; and 31.6% just felt that the powder was more 
trustworthy. The respondents who bought imported infant formula milk powder seemed to have 
prior knowledge that it was better than domestic milk powder without needing to explain the 
reason because no one could explain the difference in production technology, formula, quality 
control, supervision and after-sales services between the powders, apart from five professionals. 
Quite a number of people said that ‘imported milk powder is good, and that does not need 
explanations.’ 
Five professionals said they had enough understanding of formula milk powder. Three of them 
believed that the quality of imported and domestic formula milk powder varied little, and two 
firmly supported that consumers choose either imported or domestic powder based on their 
financial capabilities and personal preference. Therefore, although the professionals are 
relatively neutral, the degree to which professional knowledge is gained does not determine 
ordinary consumers’ choice of formula milk powder. 
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Compared to imported formula milk powder, domestic milk powder is more likely to be 
entangled in negative reports—not exactly due to the weaknesses of domestic firms in public 
crisis management but because consumers subjectively recognise the higher quality of 
imported milk powder in advance. Almost all the respondents had heard about the negative 
reports of formula milk powder, but only about 1/3 of them could give negative cases of 
imported milk powder. While 92.6% of respondents believed that the negative reports imported 
milk powder reports would not affect their purchase intention, since most of the negative events 
were accidental and tolerable, they did not show similar tolerance for home-made formula milk 
powder. 
The 2008 report of the ‘melamine’ incident has left a negative footprint in consumers’ hearts. 
Although many years have passed since the event was exposed, 1/3 of respondents believed 
that the incident contributed directly to their choice of imported milk powder, and 46.2% held 
that the incident reflected the poor supervision and credibility of China’s dairy industry. The 
melamine incident produced significant spillover and halo effects for the milk powder industry. 
For the manufacturers, the behaviour of individual enterprises has negatively influenced the 
domestic dairy industry, as seen in economic benefits. For consumers, the impression emerging 
from the crisis has led generalised and stereotyped negative views on the domestic dairy 
industry. These emotional effects have dwarfed the great progress in safety and quality China’s 
dairy industry has made since 2008. 
The ordinary customers’ purchase intention was seldom influenced by the knowledge of 
formula milk powder. Many respondents believed that no specific reasons were needed for 
choosing imported formula milk powder. Respondents’ emotional response to domestic 
formula milk powder has shown that no rational process has been involved in the formation of 
the formula milk powder purchase intention, in which the emotional factors play an important 
role. Emotions can be divided into negative and positive ones. In terms of purchasing formula 
milk powder, both negative and positive emotions impose a common influence on purchase 
intention. Among them, the negative emotions to domestic produced milk powder have been 
accumulated over a long period of time, while the positive emotions to imported milk powder 
have evolved into a concept rooted in people’s hearts. Positive and negative emotional factors, 
both common in food purchases, produce particularly strong effects on formula milk powder, 
since the purchase is also driven by the tendency to conform to the public.  
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In the survey, 66.7% of respondents who supported imported formula milk powder mentioned 
that their ‘children’s safety is the most important’. Of those who supported domestic formula 
milk powder, only 17.4% mentioned this sentence. When asked why they felt their ‘children’s 
safety is the most important,’ 52.7% of the respondents answered that ‘everyone attaches 
importance to it.’ The basic consensus on attention to children has evolved into the fact that 
the children’s importance is reflected only in their consumption of imported milk powder. 
Combined with advice from the closely related groups, this concept, formed into invisible 
pressure, has been transmitted to Chinese consumers, who are fully unable to choose formula 
milk powder independently. 
4.3.3 Consumer forgiveness 
During our focus group research, we accidentally found an interesting phenomenon: 86% of 
domestic brand infant formula customers hold that companies other than Sanlu can be forgiven 
for the 2008 melamine scandal, as it was a problem of the whole industry. They also believe 
that ‘everyone is likely to make mistakes, and the most important thing is to admit and correct 
the mistakes’. Meanwhile, 93% of imported infant formula customers consider the melamine 
scandal disgraceful and unforgivable. Thus, we have discovered a new factor that can influence 
customers’ purchase behaviour—customer forgiveness. Literature about customer forgiveness 
was collected and we found that the factors influencing this forgiveness include brand loyalty, 
brand commitment, brand dependence, brand intimacy, brand injury and brand risk. 
This shows that brand loyalty has a positive influence on customers’ willingness to forgive and 
is the most important influencing factor. The higher the brand loyalty, the more likely that 
customers are willing to forgive. In other words, when customers have a higher degree of brand 
loyalty, their recognition of the brand equity of food companies will be higher. In the event of 
a food crisis, consumers with high brand loyalty will have strong psychological endurance and 
thus may be more tolerant of harmful food products from the companies. Consumers will also 
be less likely to have negative emotions and adverse selections. 
‘I think Mengniu and Yili are doing a good job in advertising the dairy farms, which convinces 
me that their product quality is good if their milk sources are as qualified as shown in their 
advertisements.’ 
‘The advertisement “Feihe milk-most suitable for Chinese babies” is the main reason I bought 
Hefei’s products.’ 
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Brand commitment has a positive influence on customers’ willingness to forgive and is the 
second important influencing factor. The higher the brand commitment, the more likely that 
customers will be willing to forgive. Brand commitment reflects the continuity of the brand 
relationship between customers and food companies, which is manifested by customers’ loyal 
purchase of brands, repeated purchasing and their willingness to recommend the brand to 
relevant groups. Brand commitment achieves customer loyalty and effectively maintains the 
product market’s stability. However, many food enterprises pay no attention to maintaining the 
continuity of brand relations and neglect the importance of customers’ brand commitment, 
resulting in the misunderstanding and non-support of customers when a product-harm crisis 
occurs. Therefore, customers will not forgive the food enterprises’ faults and take counter-
actions, such as complaints, suspension of purchasing and negative word-of-mouth 
communications, which pose great threats to food enterprises and brand assets. For this reason, 
we must focus on implementing brand strategies to help food enterprises survive the product-
harm crisis and win customers’ forgiveness. 
‘All my family members like milk, and we have drunk milk for several decades. In the beginning 
we chose bagged milk of Mengniu, and when we became better off, we began drinking Milk 
Deluxe (Mengniu’s high-end product). After the Melamine Scandal, we still chose Mengniu’s 
products, and when we had a baby, we still trust in Mengniu.’ 
Brand dependence also has a positive effect on customers’ willingness to forgive. The higher 
the degree of brand dependence, the more willing customers are to forgive. Food enterprises 
utilise and combine brand marketing means, such as advertisements, public relations, retail 
marketing and salesperson promotions. They cultivate clients’ custom and preference towards 
their products by communicating and interacting with customers, setting up customer databases, 
carrying out customer relationship management, conveying brand value and sending product 
messages to customers via e-mail and network media, such as WeChat and micro-blog. Once 
customers become accustomed to buying a brand’s dairy products and acknowledge that 
choosing that brand can avoid effectively security risks, they will become dependent on this 
brand, and their willingness to forgive product-harm crises will increase. In other words, brand 
dependence can ease customers’ anxiety and anger in product-harm crises, effectively restrain 
customers’ vindictive acts and help form customer forgiveness. Therefore, enterprises should 
actively carry out brand marketing, advertise brand image and pursue quality safety to increase 
customers’ willingness to forgive. 
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‘My baby had Aptamil before, but has always had constipation. Later my friend suggested that 
I can use Dumex Deeply Hydrolyzed (a domestic brand of deep-hydrolyzed formula), and 
constipation was better since then, so I’ve been using it for now.’ 
Brand intimacy is an important indicator for the quality of the brand relationship between 
customers and food companies. On one hand, it reflects customers’ awareness and 
understanding of the brand’s image, attributes and interests, as well as their willingness to 
recommend the brand. On the other hand, it reflects the brand’s ability to satisfy customers’ 
individual needs. The quality of a good brand relationships has a certain catalytic effect on the 
formation of customers’ forgiveness. Therefore, in brand building, food companies should be 
quality-oriented and increase their brand awareness and reputation. 
‘Sanlu Group is unforgivable because other companies put a little of melamine in milk power 
while Sanlu puts too much melamine in its milk power.’ 
‘In fact, it may be OK for adults to drink milk power with melamine, However, Sanlu’s products 
are for children and have caused death, which is unforgivable.’ 
The brand has a significant negative effect on customers’ willingness to forgive. In the context 
of a negligence-type food injury crisis, the seriousness of the brand’s physical and mental harm 
to consumers impacts their ability to eliminate negative emotions and change their reverse 
behavioral tendencies. Namely, the higher the severity of the injury, the less likely it is that 
customers will be willing to forgive. Thus, although food companies do not deliberately cause 
negligence-type food injury crises, the lack of quality and safety control capabilities cause 
injury and psychological shadow to customers. The more severe the crisis customers receive, 
the greater the cost they have to pay to get rid of the shadow, repair trust and re-purchase the 
products. Therefore, food companies should strive to improve the quality and safety control 
capabilities of the production supply chain to avoid or reduce the probability of a food injury 
crisis. After the food injury crisis occurs, food companies should actively carry out clarification 
and make remedy to gain customers’ forgiveness. 
‘I visited the factory of Yili which was indeed very clean. Thus, after my visit, I choose Yili 
formula for my baby.’ 
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‘I do not buy domestic formula because the food safety problems in China are terrible and 
there are ongoing food safety scandals. At least the baby formula in Germany is under drug 
control instead of food control. That’s so different.’ 
‘At present, there are so many food (safety) problems in China. We are numb to it. There is 
nothing to forgive. Adults have no choice, but we could choose imported formula for babies 
and kids.’ 
Brand risk also has a significant negative effect on customers’ willingness to forgive; the higher 
the perception of brand risk, the lower the chance of forgiveness. Customers’ forgiveness 
results from a series of complex psychological activities that occur after the customers 
experience product harm crisis events, which finally develops into attitude and behaviour 
tendency. The higher the customer’s perception of the quality and safety risks in the food 
enterprise’s supply chain, the lower their recognition and preference of the food enterprise’s 
brand, which partly contributes to the reduction of customers’ perceived benefits and thus 
restrains the formation of consumers’ willingness to forgive. In the case of a negligent food 
harm crisis, customers with higher risk perceptions are more likely to believe that the food 
enterprises deliberately caused the crisis. They can hardly understand and sympathise with the 
economic losses the enterprises’ suffer during the crisis, and it is even more difficult for them 
to forgive the enterprises’ negligence. Therefore, food enterprises should focus on controlling 
the quality and safety risks in food production and distribution, strive to win the customers’ 
trust and earn their willingness to forgive in a food injury crisis. 
In the context of a negligence-type food injury crisis, brand dependence, brand intimacy, brand 
promise and brand loyalty have a positive and significant influence on customers’ forgiveness 
at varying degrees. Among these affecting factors, brand loyalty is the most important, 
followed by brand commitment. However, brand risk and brand damage influence the intended 
forgiveness of customers largely and negatively; nevertheless, the latter influences it further. 
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4.3.4 Consumer Ethnocentrism 
According to the research results analysis, which is not entirely consistent with the presumed 
assumption, the Sanlu formula melamine scandal has not significantly affected the change of 
customer ethnocentrism but has negatively influenced customers’ attitude towards domestic 
brands to some extent. One research participant stated: 
After the (Sanlu formula melamine) scandal, I seriously doubted the quality of domestically 
produced formula and I felt that there could be problem at every production stage involving 
the producer, regulator and even the government. Since there are so many problems, they could 
not be solved in a short time. However, I have no doubt that I will buy domestic formula in the 
future. First, I think the Sanlu formula scandal is a good thing for the reason that only with 
public exposure, the government will take the quality of domestic formula seriously. Second, 
I feel that the quality of domestic products such as cell phones and computers has been 
improving. I’m using Huawei (made in China) mobile phone now. However, I would not even 
consider purchasing domestic cell phone brands 10 years ago. Yet, personally I think food 
safety is still being improved. Hence, currently, I buy imported formula for my baby. However, 
for my next baby, I think I will purchase domestic mild powder. Nevertheless, formula made 
in China is the best for Chinese babies. 
Why has the scandal not affected the national-brand consciousness? We have the following 
explanations. First, from the point of definition, the national-brand consciousness may be either 
out of pride or love for the country, or the concern that foreign goods may cause harm to their 
own interests. The sentiment of the public or customers to national goods originates from these 
two different levels. From the first meaning of the national-brand consciousness, the melamine 
scandal reduced Chinese customers’ confidence in the quality and trust of local food and made 
them question the corresponding regulators and even the government. However, we think there 
is no significant influence on patriotism because patriotic feelings were formed in the early 
years of the socialisation process and are stable now. Customers’ national sentiment will not 
decrease significantly because of a public food safety incident; thus, it has no significant 
influence on Chinese customers’ pride-based national-brand consciousness. 
Second, some customers, especially those who are highly educated, thought the melamine 
scandal would cause such a large impact on our national industry from the long-term 
development of a national brand. Thus, they were concerned that foreign goods could harm our 
national interests. During the investigation, however, a majority of customers did not feel such 
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concern. Therefore, thus the impact of domestic goods on Chinese customers’ consciousness 
based on crisis awareness was not significant. 
The investigation also showed that the melamine scandal severely impacted the reputation and 
status of domestic brands, though it did not make most customers lose their confidence in 
purchasing these brands in the long run. There are two reasons for this. First, building a national 
product brand’s reputation is progressive and will not change fundamentally in customers’ 
minds due to a large, public food safety accident. Second, during this accident, the majority of 
customers mainly talked about things and thought that the exposure of food safety accidents 
was an issue for promoting domestic food safety in the long run. 
From the theoretical perspective, we investigated the impact of the melamine event on 
customers’ ethnocentrism and attitudes towards domestic brands. Previous studies focused on 
the consequences of customers’ awareness of domestic products (customers’ ethnocentrism) 
with a lack of discussion about its antecedents. We took melamine, a sudden public health 
incident, as an antecedent and collected data through experiments to test whether this incident 
had any significant impact on customers’ ethnocentrism. We concluded that it had some 
negative impact on customers’ awareness domestic brands.  
The concept ‘incident’ in the tourism and public management research fields was introduced 
into the study of consumer awareness and the influence of shopping behaviours. Therefore, the 
concept can make up for the deficiencies of previous studies to a certain extent. This study also 
found that the melamine scandal had no significant effect on customers’ ethnocentrism. We 
can attribute this result to the characteristics of sudden public health incidents: suddenness, 
short-term and limited scope of impact. That is, although the incident will have a certain impact 
on customers’ attitudes, tendencies and purchasing behaviours in the short term, due to the 
limited scope of their influence, it does not significantly impact the two dimensions of the 
connotation of customers’ awareness of domestic goods. However, this discovery also requires 
further quantitative research. 
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4.4 Conceptual Model 
In the focus group findings, we found that forgiveness seemed to be an important factor for 
consumer trust; when consumers are more willing to forgive, trust towards a brand is more 
easily formed. Meanwhile, although the two-dimensional ethnocentrism was vigorously 
debated, it needs further quantitative research to explain the phenomenon. In addition, the 
indirect impact mechanism-signal hypothesis was apparent in the focus group discussion. 
Therefore, from the focus group findings and theoretical underpinnings, the conceptual model 
for the quantitative research is presented in Figure 3. 
 
Figure 4.4. Conceptual model of the consumer trust-oriented decision-making process. 
 
  
Forgiveness Perceived 
quality  
Ethnocentrism COO 
Trust 
Brand loyalty 
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4.5 Hypotheses Development for Qualitative Research 
Based on the literature and qualitative research findings presented above, this section details 
the research framework established to investigate and analyse Chinese consumers’ purchase 
behaviour toward infant formula. In doing so, a series of hypotheses was formulated to guide 
the study in testing the proposed conceptual model empirically.  
4.5.1 Hypotheses of overall model (H1a, H1b, H1c, H1d and H1e) 
To study the effects of forgiveness, perceived quality, ethnocentrism and COO on trust towards 
brand loyalty under the overall situation, five specific hypotheses have been established. The 
proposed hypotheses are listed as follows: 
H1a: Forgiveness has significant influence on Trust in the overall model. 
H1b: Perceived quality has significant influence on Trust in the overall model. 
H1c: Ethnocentrism has significant influence on Trust in the overall model. 
H1d: Country of origin has significant influence on Trust in the overall model. 
H1e: Trust has significant influence on Brand loyalty in the overall model. 
The purpose of this thesis is to identify why Chinese consumers still purchase domestic brands 
after multi-brand crises. To this end, the overall data was divided into two groups based on 
Chinese consumers’ actual purchase behaviours: Domestic infant formula purchase group and 
Imported infant formula purchase group. 
4.5.2 Hypotheses of the Domestic infant formula purchase group model 
(H2a, H2b, H2c, H2d and H2e) 
To study the effects of forgiveness, perceived quality, ethnocentrism and COO on trust 
towards brand loyalty for the Domestic infant formula purchase group, five specific 
hypotheses were established. The proposed hypotheses are listed as follows: 
H2a: Forgiveness has significant influence on Trust for the domestic infant formula purchase 
group model. 
H2b: Perceived quality has significant influence on Trust for the domestic infant formula 
purchase group model. 
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H2c: Ethnocentrism has significant influence on Trust for the domestic infant formula 
purchase group model. 
H2d: Country of origin has significant influence on Trust for the domestic infant formula 
purchase group model. 
H2e: Trust has significant influence on Brand loyalty for the domestic infant formula 
purchase group model. 
4.5.3 Hypotheses of Imported infant formula purchase group model (H3a, 
H3b, H3c, H3d and H3e) 
To study the effects of forgiveness, perceived quality, ethnocentrism and COO on trust 
towards brand loyalty for imported infant formula purchase group, five specific hypotheses 
were established. The proposed hypotheses are listed as follows: 
H3a: Forgiveness has significant influence on Trust for the imported infant formula purchase 
group model. 
H3b: Perceived quality has significant influence on Trust for the imported infant formula 
purchase group model. 
H3c: Ethnocentrism has significant influence on Trust for the imported infant formula 
purchase group model. 
H3d: Country of origin has significant influence on Trust for the imported infant formula 
purchase group model. 
H3e: Trust has significant influence on Brand loyalty for the imported infant formula 
purchase group model. 
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4.6 Questionnaire Matrix 
The table 4.6 is provided to show the pedagogy on how questions are developed. First of all, 
Hypothesis is derived from previous studies has been given, then any question based on the 
Hypothesis was established, finally the relationship between question and relevant concept was 
shown in below table. 
Table 4.6 Questionnaire Matrix 
Question Relevant Concept Reference Hypothesis 
Overall, I am familiar 
with this brand. 
Brand Attitude Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
 
I am familiar with the 
process of purchasing 
from this brand. 
Brand Attitude Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
 
I am familiar with buying 
products from this brand. 
Brand Attitude Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
 
Prefer to buy from 
Brands that carry such an 
endorsement. 
Perceived quality West, John Lee. "A mixed 
method analysis of the 
Better Business Bureau’s 
third-party seal and the 
extent to which it 
inculcates trust among 
consumers." Journal of 
Research in Interactive 
H1b: Perceived quality 
has significant 
influence on Trust  
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Marketing 9.3 (2015): 214-
238. 
Third-party seals make 
me feel more 
comfortable. 
Perceived quality West, John Lee. "A mixed 
method analysis of the 
Better Business Bureau’s 
third-party seal and the 
extent to which it 
inculcates trust among 
consumers." Journal of 
Research in Interactive 
Marketing 9.3 (2015): 214-
238. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
Third-party seals make 
me feel safer in terms of 
the product. 
Perceived quality West, John Lee. "A mixed 
method analysis of the 
Better Business Bureau’s 
third-party seal and the 
extent to which it 
inculcates trust among 
consumers." Journal of 
Research in Interactive 
Marketing 9.3 (2015): 214-
238. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
I feel secure about the 
brand. 
Perceived quality Pradhan, Debasis, Israel 
Duraipandian, and Dhruv 
Sethi. “Celebrity 
endorsement: How 
celebrity–brand–user 
personality congruence 
affects brand attitude and 
purchase intention.” 
Journal of Marketing 
Communications 22.5 
(2016): 456-473. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
I am willing to use this 
brand on child. 
Perceived quality Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
I feel safe in making 
purchase on this Brand. 
Perceived quality Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
H1b: Perceived quality 
has significant 
influence on Trust  
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Social Science (2147-4478) 
5.4 (2016): 1-16. 
This Brand provides 
correct information about 
the item that I want to 
purchase. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
Overall, I think this 
Brand provides useful 
information. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
This Brand provides 
timely information on the 
item. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
This Brand provides 
reliable information. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
This Brand provides 
sufficient information 
when I try to make a 
transaction. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
I am satisfied with the 
information that this 
Brand provides. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
Overall, the information 
this Brand provides is of 
high quality. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
This Brand is well 
known. 
Brand Attitude S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
H1e: Trust has 
significant influence 
on Brand loyalty 
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Management 1 (1–2) 
(2000) 45–71. 
This Brand has a good 
reputation. 
Brand Attitude S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
This Brand has a 
reputation for being 
honest. 
Brand Attitude S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I am familiar with the 
name of this Brand. 
Brand Attitude Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I generally trust other 
people. 
Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
 
I generally have faith in 
humanity. 
Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1d: Country of origin 
has significant 
influence on Trust 
 
I feel that people are 
generally reliable. 
Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
H1d: Country of origin 
has significant 
influence on Trust 
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Social Science (2147-4478) 
5.4 (2016): 1-16. 
I generally trust other 
people unless they give 
me reasons not to. 
Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1d: Country of origin 
has significant 
influence on Trust 
This brand is trustworthy. Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1d: Country of origin 
has significant 
influence on Trust 
This Brand gives the 
impression that it keeps 
promises and 
commitments. 
Consumer Trust S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1d: Country of origin 
has significant 
influence on Trust 
I believe that this Brand 
has my best interests in 
mind. 
Consumer Trust S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1d: Country of origin 
has significant 
influence on Trust 
Purchasing from this 
Brand would involve 
more product risk (i.e. 
defective product) when 
compared with other 
brands. 
Consumer Trust Schuitema, Geertje, and 
Judith IM De Groot. 
“Green consumerism: The 
influence of product 
attributes and values on 
purchasing intentions.” 
Journal of Consumer 
Behaviour 14.1 (2015): 57-
69. 
H1d: Country of origin 
has significant 
influence on Trust 
Purchasing from this 
Brand would involve 
more financial risk (i.e. 
fraud, hard to return) 
Consumer Trust Schuitema, Geertje, and 
Judith IM De Groot. 
“Green consumerism: The 
influence of product 
attributes and values on 
purchasing intentions.” 
H1d: Country of origin 
has significant 
influence on Trust 
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when compared with 
other brands. 
Journal of Consumer 
Behaviour 14.1 (2015): 57-
69. 
How would you rate your 
overall perception of risk 
from this brand? 
Consumer Trust S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1d: Country of origin 
has significant 
influence on Trust 
I think using this Brand is 
convenient. 
Perceived benefit T. Pack, Can you trust 
internet information? Link-
Up 16 (6) (1999) 24. 
H1d: Country of origin 
has significant 
influence on Trust 
I can save money by 
using this Brand. 
Perceived benefit T. Pack, Can you trust 
internet information? Link-
Up 16 (6) (1999) 24. 
H1d: Country of origin 
has significant 
influence on Trust 
I can save time by using 
this Brand. 
Perceived benefit T. Pack, Can you trust 
internet information? Link-
Up 16 (6) (1999) 24. 
H1d: Country of origin 
has significant 
influence on Trust 
I am likely to purchase 
the products(s) on this 
brand. 
Brand Loyalty Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I am likely to recommend 
this brand to my friends. 
Brand Loyalty S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I am likely to make 
another purchase from 
this brand if I need the 
products that I will buy. 
Brand Loyalty S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I would think favorably 
of this brand. 
Forgiveness Schoorman, F.D., Mayer, 
R.C. and Davis, J.H., 2007. 
An integrative model of 
organizational trust: Past, 
present, and 
H1a: Forgiveness has 
significant influence 
on Trust  
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future. Academy of 
Management review, 32(2), 
pp.344-354. 
I would disapprove of 
this brand. 
Forgiveness Schoorman, F.D., Mayer, 
R.C. and Davis, J.H., 2007. 
An integrative model of 
organizational trust: Past, 
present, and 
future. Academy of 
Management review, 32(2), 
pp.344-354. 
H1a: Forgiveness has 
significant influence 
on Trust  
I feel sympathetic toward 
this brand. 
Forgiveness Schoorman, F.D., Mayer, 
R.C. and Davis, J.H., 2007. 
An integrative model of 
organizational trust: Past, 
present, and 
future. Academy of 
Management review, 32(2), 
pp.344-354. 
H1a: Forgiveness has 
significant influence 
on Trust  
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4.6 Questionnaire development  
The final questionnaire for the overall thesis has been the culmination of both the literature 
review and focus group findings and it is appended below. 
Please select a single answer choice. (Please √ the box) 
1. What brand of baby infant formulae did you just purchase?  
____________________________ 
2. Compared to the other brands available on the market, how would you rate the price of this brand of 
infant formula? 
 Very Expensive 
 Above average 
 Average  
 Below average. 
 Least expensive 
Answer the following questions with aspect to the brand that you just purchased. 
  Strongly 
disagree 
Nether Strongly 
agree 
 Question 1 2 3 4 5 6 7 
1.  This Brand is well known.        
2.  This Brand has a good reputation.        
3.  This company has a reputation for being honest.        
4.  This brand is trustworthy.        
5.  I am likely to recommend this brand to my friends.        
6.  I buy this brand whenever I can.        
7.  I would go out of my way to buy this brand        
8.  When another brand is on sale, I will generally purchase that brand, rather than the brand 
I just purchased. 
       
9.  I consider myself to be highly loyal to this brand.        
10.  The overall domestic dairy product’s quality is good        
11.  Quality of domestic dairy product is constantly improving        
12.  There is very little difference between different brands of dairy products.        
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13.  The quality of imported dairy products is higher than the quality of domestic dairy 
products 
       
Now, I would like you to think back about the melamine crises in 2008 where milk products were found to be contaminated with 
melamine and subsequently recalled.  
I would like your opinion about how the crisis was handled by the industry and other authorities. 
14.  I believe the industry response was honest.        
15.  I believe the industry response had a great deal of integrity.        
16.  Judging from the industry response, I believe the industry had a good value system.        
17.  Industry treated customers with respect in responding to negative publicity.        
18.  Given the government’s response, I felt confident about its skill in solving such 
problems. 
       
19.  Given the government’s response, I see no reason to doubt its competence.        
20.  Given the government’s response, I believe it is able to avoid repetition of such 
problems in the future. 
       
For the following questions, please indicate your thoughts and feelings of the company’s involved in this crisis. 
21.  Just like people, companies can make mistakes; we should give them a second chance.        
22.  Even though the company’s actions hurt society, I still have goodwill towards the 
company. 
       
23.  Where possible I try to avoid the company’s products.        
24.  I am finding it difficult to accept that the company’s involved are still in business.        
25.  I will be happy if these company’s go broke/bankrupt.        
26.  We should buy from foreign countries only those products that we cannot obtain within 
our own country. 
       
27.  It may cost me in the long-run but I prefer to support Chinese products.        
28.  It is not right to purchase foreign products, because it puts 
Chinese out of jobs. 
       
29.  Only those products that are unavailable in China should be imported.        
30.  We should purchase products manufactured in China instead of letting other countries get 
rich off us. 
       
31.  Foreign products should be taxed heavily to reduce their entry into China.        
32.  Foreigners should not be allowed to put their products on our markets.        
33.  If people from other countries learned from Chinese people, the world would change for 
the better 
       
34.  Generally speaking, compared to other countries, China is a better country.         
35.  People should support their country even if the country is doing something that is 
incorrect 
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36. Country of origin 
Following is a set of questions to help us find out what you think about the country of origin of your 
chosen infant formula brand. Please place a ‘√’ on the scale from one to seven so as to best reflect 
your judgment. 
 1 2 3 4 5 6 7  
Economically developed        Economically undeveloped 
High labour costs        Low labour costs 
High literacy rates        Low literacy rates 
Stable economic environment        unstable economic environment 
Production of high-quality products         Production of low-quality 
products  
High standard of living        Low standard of living 
High level if technological research         Low level if technological 
research  
 
37. Age 
 Under 20 
 21-25 
 26-30 
 31-35 
 Above 36 
38. Gender 
 Male 
 Female 
39. Education level  
 Less than high school?? 
 High school  
 Some college  
 College graduate  
 master degree and above  
40. Annual Household income 
 Under ¥70K 
 ¥70k–¥100k 
 ¥100k --¥200k  
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 ¥100k --¥200k 
 ¥200k --¥300k  
 ¥300k and above  
42 City your leave in  
______________________ 
43 Your occupation is 
______________________ 
44 If you have more than one child, what brand did you generally use for your first baby? 
______________________ 
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4.7 Summary 
Chapter four can be summarized in terms of two overall parts. In terms of the first part, 
qualitative findings was discussed firstly in terms of two aspects, findings of focus group and 
discussion of the findings. First Section discussed the key factors in consumers’ trust, dealing 
with variables of the research, including price, perceived risk, benefit, Cognition-based factors, 
affect-based factors, Personality-based factors and country of origin factors. Subsequent 
section deals with the discussion of main findings of Brand attitude, consumer forgiveness, 
consumer ethnocentrism and country of origin. The second part of the chapter concludes with 
conceptual model for the quantitative research and hypotheses development, which is based 
upon the literature review and focus group findings for the present research, presented in this 
chapter. 
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CHAPTER FIVE: QUANTITATIVE DATA 
VALIDATION AND ANALYSIS 
Chapter five presents the quantitative data validation and analysis. The data from the data 
collection process through online platform was computed into Adanco to perform Partial 
Least Squares Structural Equation Modelling to test the hypotheses between the independent 
variables and dependent variable. This chapter will presents into several subtopics: (1) 
Respondents’ Characteristics, (2) Reflective Measurement Model, (3) Structural Model 
Assessment and, (4) Conclusion. 
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5.1 Respondents’ Characteristics 
In the survey of questionnaire, the final question group was demographic characteristics of 
participants. The demographic characteristics in this research included gender, age, 
occupation, education level and monthly income. This section was using SPSS to integrate 
and present the data in table (Table 5.1). 
Table 5.1 Respondents’ Characteristics 
VARIABLES NUMBER PERCENTAGE (%) 
GENDER   
MALE 116 21.4 
FEMALE 427 78.6 
TOTAL 543 100.0 
AGE   
16-23 61 11.2 
24-30 295 54.3 
31-40 183 33.7 
41 AND ABOVE 4 .7 
TOTAL 543 100.0 
OCCUPATION   
STUDENT 7 1.3 
GOVERNMENT OFFICIAL & CIVIL 
SERVANTS 
23 4.2 
MANAGER 98 18.0 
OFFICE STAFF 196 36.1 
PROFESSIONAL 109 20.1 
WORKER 12 2.2 
SERVICE PRACTITIONERS 28 5.2 
SELF-EMPLOYED 15 2.8 
FREELANCER 40 7.4 
UNEMPLOYED 9 1.7 
OTHERS 6 1.1 
TOTAL 543 100.0 
EDUCATION LEVEL   
BELOW JUNIOR HIGH SCHOOL 8 1.5 
HIGH SCHOOL 40 7.4 
COLLEGE 99 18.2 
UNDERGRADUATE 355 65.4 
POSTGRADUATE AND ABOVE 41 7.6 
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TOTAL 543 100.0 
MONTHLY INCOME    
NO INCOME 3 .6 
BELOW 2000 20 3.7 
2001-3000 54 9.9 
3001-5000 116 21.4 
5001-8000 165 30.4 
8001-12000 103 19.0 
12001-20000 53 9.8 
20000 AND ABOVE 10 1.8 
INCONVENIENT TO REVEAL 19 3.5 
TOTAL 543 100.0 
PURCHASE BEHAVIOR   
DOMESTIC PURCHASER 249 45.9 
IMPORTED PURCHASER 294  
TOTAL 543 54.1 
 
Table 5.1 presented the participants’ characteristics who had participated in the survey. After 
the data collection, a total of 800 questionnaires were distributed by online platform and 735 
(91.8%) of questionnaires were returned. Out of the 735 questionnaires, 192 questionnaires were 
deleted due to inappropriately or incompletely answered questions, consequently 543 
questionnaires were accepted to be used in this research. In this study, male participants were 116 
(21.4%) and female participants were 427 (78.6%). 
Moreover, age group was divided into four groups which were 16 to 23, 24 to 30, 31 to 40 and 41 
and above. Based on the results from Table 5.1, majority of the respondents were aged between 24 
to 30 years old with 54.3% (295 respondents), followed by 31 to 40 years old group with 33.7% 
(183 respondents) and 13 to 23 years old group with 11.2% (61 respondents) while only 4 
respondents were aged 41 years old and above. As for the occupation, 196 (36.1) out of 543 
respondents were office staff, 109 (20.1%) respondents were doing professional jobs (such as 
designer, teacher), 98 (18%) respondents were manager and 20.4% of the respondents were 
Freelancer (40), Service practitioners (28), Self-employed (15), Unemployed (9) and others (9). In 
the terms of education level, majority of the respondents were in undergraduate which were 355 
(65.4%) respondents. While the respondents in college level were 99 (18.2), postgraduate and 
above level were 41 (7.6), high school level were 40 (7.4) and below junior high school level 8 
(1.5). As this study was focused on Chinese consumers, therefore the terms of monthly income 
group was divided into nine groups, from table 5.1, majority of the respondents were monthly 
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income between 5001 to 8000 Yuan with 30.4% (165), while monthly income between 3001 to 
5000 Yuan with 21.4% (116), between 8001 to 12000 Yuan with 21.4% (103), between 2001 to 
3000 Yuan with 9.9% (54), between 12001 to 20000 Yuan with 9.8% (53) and below 2000 Yuan 
with 4.3% (23), however 19 respondents (3.5%) were reluctant to reveal their monthly income.   
The data also present that 249 respondents (45.9%) purchased domestic infant formulas and 294 
respondents (54.1%) purchased imported infant formulas. 
5.2 Reflective measurement model for overall data 
 
5.2.1 Indicator Reliability  
The table below shows that all the indicators are over 0.6. The results showed that the Loadings 
of indicators for Trust are Good reputation (0.8266), Reliable (0.9524) and Being Honest 
(0.9524) accordingly. Furthermore, the loading value of indicators for Brand loyalty are Highly 
recommended (0.8123), always purchase brand (0.8381) and Out of the way to buy brand 
(0.7776). The loading value of indicators to Perceived quality are Overall product quality 
(0.8792) and constantly improvement of quality (0.9045). Moreover, the Loadings of indicators 
to Forgiveness are Honest (0.7891), Integrity (0.7975), Good value system (0.7949), Respect 
(0.7804), Skill in solving problem (0.7681) and Competence (0.7515). The Loadings of 
Purchase domestic product only, Taxed heavily on imported products, and Set entry Barrier for 
imported products are 0.8371, 0.6798, 0.8310 and 0.8716 to the construct of Ethnocentrism 
accordingly. Finally, the loading value of indicators to country of origin are Economically 
developed (0.6749), Literacy rates (0.6605), Stable economic environment (0.6831), 
Production of high-quality products (0.7282) and Technological research (0.7576). According 
the above loadings we can see that most of the indicators are highly reliable to measure the 
constructs with highest Loadings 0.9524 (Being honest) and the lowest Loadings 0.6605 
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(Literacy rates). Therefore, as the model meets the loadings test for reliability of the factor 
model, we will move to next step: Internal consistency reliability test (Appendix Table 5.2). 
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Table 5.2.1 Indicator Reliability (Loadings) 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgive
ness 
Ethnocent
rism 
Country of 
origin 
Good reputation 0.8266 
     
Reliable 0.7945 
     
Being honest 0.9524 
     
highly recommended 
 
0.8123 
    
always purchaes brand 
 
0.8381 
    
out of the way to buy 
brand 
 
0.7776 
    
Overall product quality 
  
0.8792 
   
Constantly improvement 
of quality 
  
0.9045 
   
Honest 
   
0.7891 
  
Integrity 
   
0.7975 
  
Good value system 
   
0.7949 
  
Respect 
   
0.7804 
  
Skill in solving problem 
   
0.7681 
  
Competence 
   
0.7515 
  
Import only unavailable 
products in China  
    
0.8371 
 
Purchase domestic 
product only 
    
0.6798 
 
Taxed heavily on 
imported products 
    
0.8310 
 
set entry Barrier for 
imported products 
    
0.8716 
 
Econamically developed 
     
0.6746 
Literacy rates 
     
0.6605 
Stable economic 
environment 
     
0.6831 
Production of high-
quality products 
     
0.7282 
Technological research           0.7576 
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5.2.2 Internal Consistency Reliability 
The table below table shows that the Jöreskog's rho (ρc) value (Appendix Table 5.2) for each 
construct is Trust (0.8948), Ethnocentrism (0.8820), Brand loyalty (0.8509), Forgiveness 
(0.9033), Perceived quality (0.8861) and Country of origin (0.8287). Therefore, all the 
Jöreskog's rho (𝑝𝑐) values in this research are considered as “satisfactory to good” and all of 
the indicators in this research are significant and reliable for the internal consistency reliability. 
Table 5.2.2 Internal Consistency Reliability 
Construct Jöreskog's 
rho (ρc) 
Cronbach's 
alpha(α) 
Trust 0.8948 0.8222 
Ethnocentrism 0.8820 0.8308 
Brand loyalty 0.8509 0.7368 
Forgiveness 0.9033 0.8734 
Perceived quality  0.8861 0.7438 
Country of origin 0.8287 0.7468 
 
Based on the table above, we can see all the constructs’ Cronbach’s alpha (Appendix Table 5.2) 
are higher than the standard requirement (0.7) as Trust (0.8222), Ethnocentrism (0.8308), 
Brand loyalty (0.7368), Forgiveness (0.8734), Perceived quality (0.7438) and Country of origin 
(0.7468). Therefore, the convergent validity which is the next step of reflective measurement 
model will be established. 
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5.2.3 Convergent Validity 
Based on the Table below, all the AVE values (Appendix Table 5.2) for the constructs in this 
research were exceeding 0.5 which are Trust (0.7405), Ethnocentrism (0.6533), Brand loyalty 
(0.6556), Forgiveness (0.6091), Perceived quality (0.7956) and Country of origin (0.4924). As 
all the AVE values were exceeding 0.5, therefore except Country of origin (0.4924) but it can 
be considered as 0.5, Therefore the convergent validity was established in this research. 
Table 5.2.3 Convergent Validity 
Construct Average 
variance 
extracted 
(AVE) 
Trust 0.7405 
Ethnocentrism 0.6533 
Brand loyalty 0.6556 
Forgiveness 0.6091 
Perceived 
quality  
0.7956 
Country of 
origin 
0.4924 
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5.2.4 Discriminant Validity 
The Table below shows that the AVE value (Appendix Table 5.2) of Trust with the construct 
of trust is 0.7405 which higher than the squared of inter-construct correlation, the AVE value 
of Trust with the construct of trust is 0.7405 which higher than the squared of inter-construct 
correlation, the AVE value of Ethnocentrism with the construct of Ethnocentrism is 0.6533 
which higher than the squared of inter-construct correlation, the AVE value of Brand loyalty 
with the construct of Brand loyalty is 0.6556 which higher than the squared of inter-construct 
correlation, the AVE value of Forgiveness with the construct of Forgiveness is 0.6091 which 
higher than the squared of inter-construct correlation, the AVE value of Perceived quality with 
the construct of Perceived quality is 0.7956 which higher than the squared of inter-construct 
correlation, and the AVE value of Country of origin with the construct of Country of origin is 
0.4924 which higher than the squared of inter-construct correlation. 
Table 5.2.4 Discriminant Validity 
Construct Trust Ethnocentrism Brand 
loyalty 
Forgiveness Perceived 
quality  
Country 
of origin 
 
Trust 0.7405 
      
Ethnocentrism 0.0542 0.6533 
     
Brand loyalty 0.3478 0.0006 0.6556 
    
Forgiveness 0.0407 0.0887 0.0580 0.6091 
   
Perceived 
quality  
0.0717 0.0491 0.0509 0.1703 0.7956 
  
Country of 
origin 
0.2397 0.0190 0.1912 0.0231 0.0294 0.4924 
 
Squared correlations; AVE in the diagonal. 
 
5.2.5 Cross-loadings 
The table below shows the cross loadings (Appendix Table 5.2), the indicator’s loadings of 
Good reputation (0.8266), Reliable (0.7945), Being honest (0.9524) are consistently the highest 
on the construct of Trust related to. The indicator’s loadings of highly recommended (0.8123), 
always purchase brand (0.8381), out of the way to buy brand (0.7776) are consistently the 
highest on the construct of Brand loyalty related to. The indicator’s loadings of Overall product 
quality (0.8792) and Constantly improvement of quality (0.9045) are consistently the highest 
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on the construct of Perceived quality related to. The indicator’s loadings of Honest (0.7891), 
Integrity (0.7975), Good value system (0.7949), Respect (0.7804) and Skill in solving problem 
(0.7681) Competence (0.7515) are consistently the highest on the construct of forgiveness 
related to. The indicator’s loadings of Import only unavailable products in China (0.8371), 
Purchase domestic product only (0.6798), Taxed heavily on imported products (0.8310) and 
set entry Barrier for imported products (0.8716) are consistently the highest on the construct of 
Ethnocentrism related to. Lastly, the indicator’s loadings of Economically developed (0.6746), 
Literacy rates (0.6605), Stable economic environment (0.6831), Production of high-quality 
products (0.7282), Technological research (0.7576) are consistently the highest on the 
construct of forgiveness related to. Therefore, the results showed that the discriminant validity 
was valid and represented that the measurement model has been successfully validated. 
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Table 5.2.5 Cross-loadings 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of 
origin 
Good reputation 0.8266 0.4512 0.1852 0.1185 -0.2513 0.3802 
Reliable 0.7945 0.4109 0.2237 0.1681 -0.1479 0.3509 
Being honest 0.9524 0.6284 0.2743 0.2224 -0.2036 0.5108 
highly recommended 0.4926 0.8123 0.1988 0.1827 -0.0401 0.3629 
always purchase brand 0.4712 0.8381 0.1523 0.1906 0.0036 0.3671 
out of the way to buy 
brand 
0.4675 0.7776 0.1959 0.2121 -0.0226 0.3312 
Overall product quality 0.2250 0.2095 0.8792 0.3956 0.2980 0.0997 
Constantly improvement 
of quality 
0.2515 0.1939 0.9045 0.3439 0.1083 0.2007 
Honest 0.2008 0.1948 0.3295 0.7891 0.1792 0.1721 
Integrity 0.1549 0.1676 0.3102 0.7975 0.2155 0.0786 
Good value system 0.1250 0.1575 0.2950 0.7949 0.2681 0.0559 
Respect 0.1735 0.2179 0.2993 0.7804 0.1833 0.1372 
Skill in solving problem 0.1492 0.2207 0.3759 0.7681 0.2868 0.1267 
Competence 0.1032 0.1470 0.3236 0.7515 0.3264 0.1108 
Import only unavailable 
products in China  
-
0.1862 
-
0.0049 
0.2012 0.2941 0.8371 -0.0863 
Purchase domestic 
product only 
-
0.0751 
-
0.0027 
0.3535 0.3584 0.6798 -0.1224 
Taxed heavily on 
imported products 
-
0.1935 
-
0.0442 
0.2011 0.2253 0.8310 -0.0753 
set entry Barrier for 
imported products 
-
0.2362 
-
0.0191 
0.1026 0.1929 0.8716 -0.1665 
Economically developed 0.2983 0.2906 0.0803 0.0317 -0.0805 0.6746 
Literacy rates 0.2267 0.2536 0.0051 0.0490 -0.0800 0.6605 
Stable economic 
environment 
0.3386 0.3101 0.1856 0.1798 0.0018 0.6831 
Production of high-
quality products 
0.3984 0.2786 0.1014 0.0904 -0.1736 0.7282 
Technological research 0.4041 0.3839 0.1821 0.1531 -0.1285 0.7576 
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The purpose of this thesis is to find out why Chinese consumers are still purchasing domestic 
infant formulas after melamine scandal. To solve the problem, the data has been split by their 
recently purchasing behavior: the overall data has been divided into two group, people who 
purchased imported infant formulas will be consider as imported group (imported) and people 
who purchased domestic infant formulas will be consider as domestic group (domestic). 
The above reflective measurement model is testing the validity of overall data, and the 
following part will testing the validity of imported data and domestic data. 
5.3 Reflective measurement model for Imported group  
5.3.1 Indicator Reliability –Imported group 
The results showed that the Loadings of indicators for Trust are Well known (0.8879), Good 
reputation (0.8696) and Honest (0.8841) accordingly. Furthermore, the loading value of 
indicators for Brand loyalty are Highly recommended (0.8818), always purchase brand (0.8745) 
and Out of the way to buy brand (0.8782). The loading value of indicators to Perceived quality 
are Overall product quality (0.9333) and constantly improvement of quality (0.9324). 
Moreover, the Loadings of indicators to Forgiveness are Avoid purchasing brand (0.8531), 
unaccepted of the company (0.8988) and will be happy if they bankrupt (0.8768). The Loadings 
of Purchase domestic product only, Support domestic product even the cost is higher, Not right 
to purchase foreign products, Taxed heavily on imported products and set entry Barrier for 
imported products are 0.9110, 0.8980, 0.9293 and 0.8943 to the construct of Ethnocentrism 
accordingly. Finally, the loading value of indicators to country of origin are Production of high-
quality products (0.8413), Living Standard (0.8736) and Technological research (0.8404). 
According the above loadings we can see that most of the indicators are highly reliable to 
measure the constructs with highest Loadings 0.9333 (Overall product quality) and the lowest 
Loadings 0.8404 (Technological research). Therefore, the reliability of the data on loadings 
test is approved and we will move to next step: Internal consistency reliability test. 
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Table 5.3.1 Indicator reliability (loadings) –Imported group 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of 
origin 
Well known 0.8879 
     
Good reputation 0.8696 
     
Honest 0.8841 
     
highly 
recommended 
 
0.8818 
    
always purchase 
brand 
 
0.8745 
    
out of the way to 
buy brand 
 
0.8782 
    
Overall product 
quality 
  
0.9333 
   
Constantly 
improvement of 
quality 
  
0.9324 
   
Avoid 
purchasing brand 
   
0.8531 
  
unaccepted of the 
company  
   
0.8988 
  
will be happy if 
they bankrupt 
   
0.8768 
  
Support domestic 
product even the 
cost is higher 
    
0.9110 
 
Not right to 
purchase foreign 
products 
    
0.8980 
 
Taxed heavily on 
imported 
products 
    
0.9293 
 
set entry Barrier 
for imported 
products 
    
0.8943 
 
Production of 
high-quality 
products 
     
0.8413 
Living Standard 
     
0.8736 
Technological 
research 
          0.8404 
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5.3.2 Internal Consistency – imported  
The table below table shows that the Jöreskog's rho (ρc) value for each construct is Trust 
(0.9119), Ethnocentrism (0.9496), Brand loyalty (0.9100), Forgiveness (0.9085), Perceived 
quality (0.9306) and Country of origin (0.8881). Therefore, all the Jöreskog's rho (𝑝𝑐) values 
in this research are considered as “satisfactory to good” and all the indicators in this research 
are significant and reliable for the internal consistency reliability. Moreover, the Cronbach's 
alpha(α) of all the constructs are higher than the standard requirement (0.7) as Trust (0.8552), 
Ethnocentrism (0.9294), Brand loyalty (0.8516), Forgiveness (0.8490), Perceived quality 
(0.8507) and Country of origin (0.8111). Therefore, the convergent validity which is the next 
step of reflective measurement model will be established. 
Table 5.3.2 Internal consistency reliability – imported  
Construct Jöreskog's 
rho (ρc) 
Cronbach's 
alpha(α) 
Trust 0.9119 0.8552 
Ethnocentrism 0.9496 0.9294 
Brand loyalty 0.9100 0.8516 
Perceived 
quality  
0.9306 0.8507 
Country of 
origin 
0.8881 0.8111 
Forgiveness 0.9085 0.8490 
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5.3.3 Convergent Validity – Imported 
Based on the Table below, all the AVE values for the constructs in this research were exceeding 
0.5 which are Trust (0.7754), Ethnocentrism (0.8250), Brand loyalty (0.7712), Forgiveness 
(0.7681), Perceived quality (0.8701) and Country of origin (0.7258). As all the AVE values 
were exceeding 0.5, Therefore the convergent validity was established in this research. 
 
Table 5.3.3 Convergent Validity – imported 
Construct Average 
variance 
extracted 
(AVE) 
Trust 0.7754 
Ethnocentrism 0.8250 
Brand loyalty 0.7712 
Perceived 
quality  
0.8701 
Country of 
origin 
0.7258 
Forgiveness 0.7681 
 
5.3.4 Discriminant Validity—Imported 
The Table below shows that the AVE value of Trust with the construct of trust is 0.7405 which 
higher than the squared of inter-construct correlation, the AVE value of Trust with the construct 
of trust is 0.7754 which higher than the squared of inter-construct correlation, the AVE value 
of Ethnocentrism with the construct of Ethnocentrism is 0.8250 which higher than the squared 
of inter-construct correlation, the AVE value of Brand loyalty with the construct of Brand 
loyalty is 0.7712 which higher than the squared of inter-construct correlation, the AVE value 
of Forgiveness with the construct of Forgiveness is 0.7681 which higher than the squared of 
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inter-construct correlation, the AVE value of Perceived quality with the construct of Perceived 
quality is 0.8701 which higher than the squared of inter-construct correlation, and the AVE 
value of Country of origin with the construct of Country of origin is 0.7258 which higher than 
the squared of inter-construct correlation. 
Table 5.3.4 Discriminant Validity—imported 
Construct Trust Ethnocentris
m 
Brand 
loyalty 
Perceive
d quality  
Countr
y of 
origin 
Forgivene
ss 
 
Trust 0.7754 
      
Ethnocentris
m 
0.6468 0.8250 
     
Brand 
loyalty 
0.7188 0.6733 0.7712 
    
Perceived 
quality  
0.6730 0.7331 0.6957 0.8701 
   
Country of 
origin 
0.6937 0.6434 0.7002 0.6698 0.7258 
  
Forgiveness 0.6775 0.7308 0.6905 0.7517 0.7142 0.7681 
 
Squared correlations; AVE in the diagonal. 
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5.3.5 Cross-loadings—Imported 
The table below shows the cross loadings, the indicator’s loadings of Good reputation (0.8266), 
Reliable (0.7945), Being honest (0.9524) are consistently the highest on the construct of Trust 
related to. The indicator’s loadings of highly recommended (0.8123), always purchase brand 
(0.8381), out of the way to buy brand (0.7776) are consistently the highest on the construct of 
Brand loyalty related to. The indicator’s loadings of Overall product quality (0.8792) and 
Constantly improvement of quality (0.9045) are consistently the highest on the construct of 
Perceived quality related to. The indicator’s loadings of Honest (0.7891), Integrity (0.7975), 
Good value system (0.7949), Respect (0.7804) and Skill in solving problem (0.7681) 
Competence (0.7515) are consistently the highest on the construct of forgiveness related to. 
The indicator’s loadings of Import only unavailable products in China (0.8371), Purchase 
domestic product only (0.6798), Taxed heavily on imported products (0.8310) and set entry 
Barrier for imported products (0.8716) are consistently the highest on the construct of 
Ethnocentrism related to. Lastly, the indicator’s loadings of Economically developed (0.6746), 
Literacy rates (0.6605), Stable economic environment (0.6831), Production of high-quality 
products (0.7282), Technological research (0.7576) are consistently the highest on the 
construct of forgiveness related to. Therefore, the results showed that the discriminant validity 
was valid and represented that the measurement model has been successfully validated. 
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Table 5.3.5 Cross-loadings—imported 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of 
origin 
Well known 0.8879 0.7669 0.7375 0.7382 0.7142 0.7276 
Good 
reputation 
0.8696 0.7197 0.6763 0.6820 0.6864 0.7169 
Honest 0.8841 0.7521 0.7509 0.7520 0.7229 0.7550 
highly 
recommended 
0.7564 0.8818 0.7316 0.7469 0.7448 0.7291 
always 
purchaes 
brand 
0.7393 0.8745 0.7358 0.7027 0.7276 0.7377 
out of the 
way to buy 
brand 
0.7376 0.8782 0.7300 0.7391 0.6887 0.7379 
Overall 
product 
quality 
0.7678 0.7844 0.9333 0.8241 0.8507 0.7881 
Constantly 
improvement 
of quality 
0.7627 0.7716 0.9324 0.7934 0.7463 0.7385 
Avoid to 
purchase 
brand 
0.6771 0.7007 0.7494 0.8531 0.7249 0.7044 
unaccept of 
the company  
0.7590 0.7582 0.7691 0.8988 0.8048 0.7542 
will be happy 
if they 
bankrupt 
0.7251 0.7242 0.7618 0.8768 0.7156 0.7621 
Support 
domestic 
product even 
the cost is 
higher 
0.7596 0.7808 0.8225 0.8421 0.9110 0.7587 
Not right to 
purchase 
foreign 
products 
0.7667 0.7396 0.7510 0.7725 0.8980 0.7491 
Taxed heavily 
on imported 
products 
0.7485 0.7832 0.8107 0.7752 0.9293 0.7629 
set entry 
Barrier for 
imported 
products 
0.6315 0.6659 0.7187 0.7055 0.8943 0.6280 
Production of 
high-quality 
products 
0.6669 0.7235 0.6682 0.6904 0.6572 0.8413 
Living 
Standard 
0.7402 0.7366 0.7177 0.7568 0.7203 0.8736 
Technological 
research 
0.7184 0.6795 0.7039 0.7103 0.6702 0.8404 
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5.4 Reflective measurement model for Domestic Group  
5.4.1 Indicator Reliability – Domestic Group 
The results showed that the Loadings of indicators for Trust are Reliable (0.7501), Good 
reputation (0.7583) and Honest (0.7437) accordingly. Furthermore, the loading value of 
indicators for Brand loyalty are Highly recommended (0.8311), always purchase brand (0.8293) 
and Out of the way to buy brand (0.8038). The loading value of indicators to Perceived quality 
are Overall product quality (0.9333) and constantly improvement of quality (0.9463). 
Moreover, the Loadings of indicators to Forgiveness are Honest (0.7506), Integrity (0.7644), 
Good value system (0.7618), Respect (0.7757), Skill in solving problem (0.7369) and 
Competence (0.6948). The Loadings of Purchase domestic product only, Support domestic 
product even the cost is higher, Not right to purchase foreign products, Taxed heavily on 
imported products and set entry Barrier for imported products are 0.8018, 0.6916, 0.6837 and 
0.8083 to the construct of Ethnocentrism accordingly. Finally, the loading value of indicators 
to country of origin are Production of high-quality products (0.5961), Stable economic 
environment (0.8013), economically developed (0.6423) and Technological research (0.7918). 
According the above loadings we can see that most of the indicators are highly reliable to 
measure the constructs with highest Loadings 0.9654 (Constantly improvement of quality) and 
the lowest Loadings 0.6916 (Purchase domestic product only). Therefore, the reliability of the 
data on loadings test is approved and we will move to next step: Internal consistency reliability 
test. 
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Table 5.4.1 Indicator Reliability (loadings) – Domestic Group 
Indicator Trust Brand loyalty Perceived quality  Forgiveness Ethnocentrism Country of origin 
Good reputation 0.7583 
  
  
 
Reliable 0.7501 
  
  
 
Being honest 0.7437 
  
  
 
Highly 
recommended 
 
0.8311 
 
  
 
Always purchase 
brand 
 
0.8293 
 
  
 
Out of the way to 
buy brand 
 
0.8038 
 
  
 
Overall product 
quality 
  
0.9463   
 
Constantly 
improvement of 
quality 
  0.9654    
Honest 
   
0.7506  
 
Integrity 
   
0.7644  
 
Good value system 
   
0.7618  
 
Respect 
   
0.7757  
 
Skill in solving 
problem 
   
0.7369  
 
Competence 
   
0.6948  
 
Import only 
unavailable products 
in China  
   
 0.8018 
 
Purchase domestic 
product only 
   
 0.6916 
 
Taxed heavily on 
imported products 
   
 0.6837 
 
set entry Barrier for 
imported products 
   
 0.8083 
 
Econamically 
developed 
   
  0.6423 
Stable economic 
environment 
   
  0.8013 
Production of high-
quality products 
   
  0.5961 
Technological 
research 
          0.7918 
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5.4.2 Indicator Reliability (loadings) – Domestic 
The table below table shows that the Jöreskog's rho (ρc) value for each construct is Trust 
(0.8239), Ethnocentrism (0.8352), Brand loyalty (0.8616), Forgiveness (0.8838), Perceived 
quality (0.9306) and Country of origin (0.8033). Therefore, all the Jöreskog's rho (𝑝𝑐) values 
in this research are considered as “satisfactory to good” and all the indicators in this research 
are significant and reliable for the internal consistency reliability. Moreover, the Cronbach's 
alpha(α) of all the constructs are higher than the standard requirement (0.7) as Trust (0.7145), 
Ethnocentrism (0.7384), Brand loyalty (0.7594), Forgiveness (0.8427), Perceived quality 
(0.8507) and Country of origin (0.7113). Therefore, the convergent validity which is the next 
step of reflective measurement model will be established. 
5.4.2 Indicator Reliability (loadings) – Domestic 
Construct Jöreskog's rho 
(ρc) 
Cronbach's 
alpha(α) 
Trust 0.8239 0.7145 
Ethnocentrism 0.8352 0.7384 
Brand loyalty 0.8616 0.7594 
Perceived 
quality  
0.9306 0.8507 
Country of 
origin 
0.8033 0.7113 
Forgiveness 0.8838 0.8427 
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5.4.3 Convergent Validity – Domestic 
Based on the Table below, all the AVE values for the constructs in this research were exceeding 
0.5 which are Trust (0.5395), Ethnocentrism (0.5605), Brand loyalty (0.6749), Forgiveness 
(0.5592), Perceived quality (0.7554) and Country of origin (0.5092). As all the AVE values 
were exceeding 0.5, Therefore the convergent validity was established in this research. 
Table 5.4.3 Convergent Validity – Domestic 
Construct Average 
variance 
extracted 
(AVE) 
Trust 0.5395 
Ethnocentrism 0.5605 
Brand loyalty 0.6749 
Perceived 
quality  
0.7554 
Country of 
origin 
0.5092 
 
Forgiveness 0.5592 
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5.4.4 Discriminant Validity— Domestic 
The Table below shows that the AVE value of Trust with the construct of trust is 07405 which 
higher than the squared of inter-construct correlation, the AVE value of Trust with the construct 
of trust is 0.5395 which higher than the squared of inter-construct correlation, the AVE value 
of Ethnocentrism with the construct of Ethnocentrism is 0.5605 which higher than the squared 
of inter-construct correlation, the AVE value of Brand loyalty with the construct of Brand 
loyalty is 0.6749 which higher than the squared of inter-construct correlation, the AVE value 
of Forgiveness with the construct of Forgiveness is 0.5592 which higher than the squared of 
inter-construct correlation, the AVE value of Perceived quality with the construct of Perceived 
quality is 0.5642 which higher than the squared of inter-construct correlation, and the AVE 
value of Country of origin with the construct of Country of origin is 0.5092 which higher than 
the squared of inter-construct correlation. 
Table 5.4.4 Discriminant Validity— Domestic 
Construct Trust Ethnocentrism Brand 
loyalty 
Perceived 
quality  
Country 
of 
origin 
Forgiveness 
 
Trust 0.5395 
      
Ethnocentrism 0.0826 0.5605 
     
Brand loyalty 0.4096 0.1469 0.6749 
    
Perceived 
quality  0.2376 0.0551 0.1632 0.5642 
   
Country of 
origin 0.1877 0.1163 0.1780 0.1099 0.5092 
  
Forgiveness 0.1991 0.1868 0.1711 0.1331 0.1344 0.5592 
 
Squared correlations; AVE in the diagonal. 
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5.4.5 Cross-loadings –Domestic  
The table below shows the cross loadings, the indicator’s loadings of Good reputation (0.7583), 
Reliable (0.6835), Highly recommended (0.7437) and Being honest (0.7501) are consistently 
the highest on the construct of Trust related to. The indicator’s loadings of always purchase 
brand (0.8311), out of the way to buy brand (0.8293) and Always purchase brand (0.8038) are 
consistently the highest on the construct of Brand loyalty related to. The indicator’s loadings 
of Overall product quality (0.7885) and Constantly improvement of quality (0.8433) are 
consistently the highest on the construct of Perceived quality related to. The indicator’s 
loadings of Honest (0.7506), Integrity (0.7644), Good value system (0.7949), Respect (0.7804) 
and Skill in solving problem (0.7618) Competence (0.7757) are consistently the highest on the 
construct of forgiveness related to. The indicator’s loadings of Import only unavailable 
products in China (0.7369), Purchase domestic product only (0.6916), Taxed heavily on 
imported products (0.6837) and set entry Barrier for imported products (0.8083) are 
consistently the highest on the construct of Ethnocentrism related to. Lastly, the indicator’s 
loadings of Economically developed (0.6423), Stable economic environment (0.8013), 
Production of high-quality products (0.5961), Technological research (0.7918) are consistently 
the highest on the construct of forgiveness related to. Therefore, the results showed that the 
discriminant validity was valid and represented that the measurement model has been 
successfully validated. 
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Table 5.4.5 Cross-loadings – Domestic  
Indicator Trust Ethnocentrism Brand loyalty Perceived quality  Country of origin Forgiveness 
Good reputation 0.7583 0.1856 0.4564 0.3924 0.3093 0.3423 
Reliable 0.6835 0.2730 0.4568 0.3076 0.3783 0.3616 
Being honest 0.7501 0.1311 0.4622 0.3493 0.3116 0.3349 
Highly 
recommended 
0.7437 0.2487 0.5024 0.3817 0.2691 0.2688 
Always purchase 
brand 
0.5595 0.2651 0.8311 0.3621 0.3335 0.3521 
Out of the way to 
buy brand 
0.4977 0.3408 0.8293 0.3480 0.3946 0.3441 
Overall product 
quality 
0.5164 0.3439 0.8038 0.2838 0.3145 0.3225 
Overall product 
quality 
0.4874 0.2348 0.4040 0.7885 0.3315 0.3649 
Constantly 
improvement of 
quality 
0.3546 0.3744 0.2453 0.8433 0.3544 0.2756 
Honest 0.3296 0.1891 0.2802 0.2559 0.2410 0.7506 
Integrity 0.3659 0.2878 0.3078 0.3169 0.2710 0.7644 
Good value 
system 
0.3570 0.2755 0.2629 0.2546 0.1892 0.7618 
Respect 0.3690 0.3665 0.3813 0.3008 0.3245 0.7757 
Skill in solving 
problem 
0.2831 0.4299 0.2966 0.2936 0.3213 0.7369 
Competence 0.2775 0.4310 0.3297 0.2059 0.3176 0.6948 
Import only 
unavailable 
products in China  
0.2566 0.8018 0.3200 0.2806 0.2873 0.3446 
Purchase 
domestic product 
only 
0.1869 0.6916 0.2536 0.1216 0.2875 0.3384 
Taxed heavily on 
imported products 
0.1732 0.6837 0.2680 0.0431 0.2207 0.2362 
set entry Barrier 
for imported 
products 
0.2304 0.8083 0.3004 0.2084 0.2274 0.3640 
Econamically 
developed 
0.1962 0.2694 0.2685 0.1310 0.6423 0.1950 
Stable economic 
environment 
0.3917 0.2713 0.3772 0.3028 0.8013 0.3290 
Production of 
high-quality 
products 
0.1822 0.1698 0.1813 0.1647 0.5961 0.1407 
Technological 
research 
0.3761 0.2619 0.3286 0.2824 0.7918 0.3124 
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5.5 Structural Model Assessment – Overall  
Structural model assessment should be involved given that the measurement model quality is 
satisfactory (Sarstedt, et al. 2014). The potential collinearity between the predictor constructs 
must be tested to make sure the results were not influenced by collinearity issues before the 
structural model assessment. Hence, this section will be separated into several subtopics 
specifically, (1) Collinearity, (2) Predictive Relevance and, (3) Significance and Relevance of 
Path Coefficients.  
5.5.1 Collinearity 
With the intention of ensure the results were not influenced by collinearity issues, variance 
inflation factor (hereafter, VIF) was used to be the measurement for each indicator in the 
construction. The value of VIF should not be higher than five, if the value was beyond five, the 
collinearity issues were to be found and the results would not be accurate (Hair, et al. 2011, 
Sarstedt, et al. 2014 and, Hernández-Perlines and Cisneros 2017). Based on the results from 
table below, all the indicators’ VIF values were below five which represented that there were 
no collinearity issues were observed. 
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Table 5.5.1 Collinearity 
Indicator Trust Ethnocentrism Brand loyalty Forgiveness Perceived 
quality  
Country 
of origin 
Well known 2.1862 
     
Good reputation 1.9736 
     
Honest 
  
1.4801 
   
highly recommended 
  
1.6296 
   
always purchaes brand 
  
1.3707 
   
out of the way to buy 
brand 
    
1.5397 
 
Overall product quality 
    
1.5397 
 
Constantly improvement 
of quality 
   
1.7092 
  
Avoid to purchase brand 
   
1.9731 
  
unaccept of the company  
   
2.0600 
  
will be happy if they 
bankrupt 
   
1.7586 
  
Support domestic 
product even the cost is 
higher 
   
1.9982 
  
Not right to purchase 
foreign products 
   
2.0185 
  
Taxed heavily on 
imported products 
 
1.9830 
    
set entry Barrier for 
imported products 
 
1.6158 
    
Production of high-
quality products 
 
1.7997 
    
Living Standard 
 
1.8828 
    
Technological research 
     
1.4334 
Well known 
     
1.4678 
Good reputation 
     
1.3113 
Honest 
     
1.3369 
highly recommended           1.4197 
Variance inflation factors (VIF) 
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5.5.2 Predictive Relevance (𝑹𝟐) 
After confirmed that there is no collinearity issues in data, coefficient of determination (𝑅2) 
was conducted as measurement to test how well the construct was explained to all the 
constructs. The minimum requirement of 𝑅2 is 0.2 and the construct is related and significant 
if the value of 𝑅2 is beyond 0.2 (Hair, et al. 2011 and Hernández-Perlines & Cisneros 2017). 
According from the table below, the Trust value of 𝑅2 is 0.3376 and the Brand loyalty value 
of 𝑅2 is 0.3478 which signified that the constructs are relevant and significant but considered 
as low moderately explained to all the variable in the research (Jamil, 2012; Hair, et al., 2013; 
Sarstedt, et al., 2014). 
Table 5.5.2 Predictive Relevance (𝑹𝟐) 
Construct Coefficient of determination 
(R2) 
Adjusted 
R2 
Trust 0.3376 0.3327 
Brand 
loyalty 
0.3478 0.3466 
 
 
5.5.3 Significance and Relevance of Path Coefficients 
The last stage in the structural model assessment is significance and relevance of path 
coefficients. The scholars specified that the standard range of path coefficient values are from 
-1 to 1, while the value more close to 1 signified strong positive relations between effects and 
the value more close to -1 signified strong negative relations between effects (Sarstedt, et al. 
2014). The results from the bootstrapping process (543 samples, no sign changes option) 
discloses that all of structural relationships are significant (p ≤ 0.05). According to the standard 
bootstrap results from table below, the results presented that the p-value (2 sided) of Trust to 
Brand loyalty is 0.0000 which shows that the relationships were highly significant. As will as 
the p-value (2 sided) of Ethnocentrism to Trust is 0.0000, the p-value (2 sided) of Forgiveness 
to Trust is 0.0004, the p-value (2 sided) of Perceived quality to Trust is 0.0000 and the p-value 
(2 sided) of Country of origin to Trust is 0.0000 which also signified that the relationships were 
significant. 
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Table 5.5.3.1 Significance of Path Coefficients 
Effect Standard bootstrap results p-value (2-sided) 
Trust -> Brand loyalty 0.0000 
Ethnocentrism -> Trust 0.0000 
Forgiveness -> Trust 0.0004 
Perceived quality  -> Trust 0.0000 
Country of origin -> Trust 0.0000 
 
According to the table below, the path coefficient of Trust to Brand loyalty is 0.5878, the path 
coefficient of Ethnocentrism, Forgiveness, Perceived quality and Country of origin to Trust are 
0.2632, 0.1363, 0.2016 and 0.3980 accordingly. The results presented that all the independent 
constructs are positively and significantly related towards Trust and also represented that all of 
the hypotheses for overall data were verified and supported. Furthermore, Country of origin is 
the most significant construct towards Trust compared with other variables. 
Table 5.5.3.2 Relevance of Path Coefficients 
Independent 
variable 
Dependent variable 
Trust Brand 
loyalty 
Trust 
 
0.5898 
Ethnocentrism 0.2632 
 
Forgiveness 0.1363 
 
Perceived quality  0.2016 
 
Country of origin 0.3980   
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The above reflective measurement model is testing the validity of overall data, and the 
following part will testing the validity of imported data and domestic data. 
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5.6 Structural model assessment – Imported  
As same as overall structural model assessment, this section will be separated into several 
subtopics specifically, (1) Collinearity- imported, (2) Predictive Relevance- imported and, (3) 
Significance and Relevance of Path Coefficients- imported.  
5.6.1 Collinearity- Imported 
Based on the results from table below, all the indicators’ VIF values were below five, which 
can be consider as no collinearity issues were observed. 
Table 5.6.1 Collinearity- imported 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of origin 
Good reputation 0.3839 
  
  
 
Reliable 0.3627 
  
  
 
Being honest 0.3888 
  
  
 
highly recommended 
 
0.3857 
 
  
 
always purchase brand 
 
0.3770 
 
  
 
out of the way to buy 
brand 
 
0.3761 
 
  
 
Overall product quality 
  
0.5378   
 
Constantly improvement 
of quality 
  
0.5343   
 
Honest 
   
0.3572  
 
Integrity 
   
0.4004  
 
Good value system 
   
0.3825  
 
Import only unavailable 
products in China  
   
 0.2876 
 
Purchase domestic 
product only 
   
 0.2903 
 
Taxed heavily on 
imported products 
   
 0.2834 
 
set entry Barrier for 
imported products 
   
 0.2391 
 
Stable economic 
environment 
   
  0.3682 
Production of high-
quality products 
   
  0.4086 
Technological research           0.3966 
 Variance inflation factors (VIF) 
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5.6.2 Predictive Relevance (𝑹𝟐) - imported 
According to the table below, the Trust value of 𝑅2 is 0.7688 and the Brand loyalty value of 𝑅2 
is 0.7188 which signified that the constructs are relevant and significant but considered as low 
moderately explained to all the variable in the research (Jamil, 2012; Hair, et al., 2013; Sarstedt, 
et al., 2014). 
Table 5.6.2 Predictive Relevance (𝑹𝟐) - imported 
Construct Coefficient of determination 
(R2) 
Adjusted 
R2 
Trust 0.7688 0.7671 
Brand 
loyalty 
0.7188 0.7183 
 
5.6.3 Significance and Relevance of Path Coefficients- imported 
The results from the bootstrapping process (543 samples, no sign changes option) discloses 
that all of structural relationships are significant (p ≤ 0.05). According to the standard bootstrap 
results from table below, the results presented that the p-value (2 sided) of Trust to Brand 
loyalty is 0.0000 which shows that the relationships were highly significant. As well as the p-
value (2 sided) of Ethnocentrism to Trust is 0.0028, the p-value (2 sided) of Forgiveness to 
Trust is 0.0041, the p-value (2 sided) of Perceived quality to Trust is 0.0003 and the p-value (2 
sided) of Country of origin to Trust is 0.0000 which also signified that the relationships were 
significant. 
Table 5.6.3.1 Significance of Path Coefficients- imported 
Effect Standard bootstrap results p-value (2-sided) 
Trust -> Brand loyalty 0.0000 
Ethnocentrism -> Trust 0.0028 
Forgiveness -> Trust 0.0041 
Perceived quality  -> Trust 0.0003 
Country of origin -> Trust 0.0000 
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According to the table below, the path coefficient of Trust to Brand loyalty is 0.8478 the path 
coefficient of Ethnocentrism, Forgiveness, Perceived quality and Country of origin to Trust are 
0.1691, 0.2253, 03657 and 0.1742 accordingly. The results presented that all the independent 
constructs are positively and significantly related towards Trust and also represented that all of 
the hypotheses for overall data were verified and supported. Furthermore, Country of origin is 
the most significant construct towards Trust compared with other variables. 
Table 5.6.3.2 Relevance of Path Coefficients- imported 
Independent 
variable 
Dependent variable 
Trust Brand 
loyalty 
Trust 
 
0.8478 
Ethnocentrism 0.1691 
 
Forgiveness 0.2253 
 
Perceived quality  0.3657 
 
Country of origin 0.1742   
 
5.7 Structural model assessment – Domestic 
This section will also be separated into several subtopics specifically, (1) Collinearity- 
imported, (2) Predictive Relevance- imported and, (3) Significance and Relevance of Path 
Coefficients- imported.  
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5.7.1 Collinearity– Domestic 
Based on the results from table below, all the indicators’ VIF values were below five, which 
can be consider as no collinearity issues were observed. 
Table 5.7.1 Collinearity– domestic 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of origin 
Good reputation 1.4367 
  
  
 
Reliable 1.2062 
  
  
 
Being honest 1.4296 
  
  
 
Highly recommended 1.3735 
  
  
 
Always purchase brand 
 
1.5288 
 
  
 
Out of the way to buy brand 
 
1.6325 
 
  
 
Overall product quality 
 
1.4727 
 
  
 
Constantly improvement of quality 
  
1.5644   
 
Honest   1.6985    
Integrity 
   
1.8696  
 
Good value system 
   
1.7917  
 
Respect 
   
1.7886  
 
Skill in solving problem 
   
1.9619  
 
Competence 
   
1.7990  
 
Import only unavailable products in 
China  
   
1.8784  
 
Purchase domestic product only 
   
 1.4600 
 
Taxed heavily on imported products 
   
 1.3418 
 
set entry Barrier for imported products 
   
 1.3393 
 
Economically developed 
   
 1.5917 
 
Stable economic environment 
   
  1.3549 
Production of high-quality products 
   
  1.3241 
Technological research 
   
  1.2940 
Good reputation           1.3373 
 
Variance inflation factors (VIF) 
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5.7.2 Predictive Relevance (𝑹𝟐) – domestic 
According to the table below, the Trust value of 𝑅2 is 0.3682 and the Brand loyalty value of 𝑅2 
is 0.7188 which signified that the constructs are relevant and significant but considered as low 
moderately explained to all the variable in the research (Jamil, 2012; Hair, et al., 2013; Sarstedt, 
et al., 2014). 
Table 5.7.2 Predictive Relevance (𝑹𝟐) – domestic 
Construct Coefficient of determination 
(R2) 
Adjusted 
R2 
Trust 0.3682 0.3578 
Brand 
loyalty 0.4096 0.4072 
 
5.7.3 Significance and Relevance of Path Coefficients– domestic 
The results from the bootstrapping process (543 samples, no sign changes option) discloses 
that all of structural relationships are significant (p ≤ 0.05), except Ethnocentrism to Trust (p = 
0.5768). According to the standard bootstrap results from table below, the results presented 
that the p-value (2 sided) of Trust to Brand loyalty is 0.0000 which shows that the relationships 
were highly significant. As well as the p-value (2 sided) of Forgiveness to Trust is 0.0003, the 
p-value (2 sided) of Perceived quality to Trust is 0.0000 and the p-value (2 sided) of Country 
of origin to Trust is 0.0001 which also signified that the relationships were significant. 
Table 5.7.3.1 Significance of Path Coefficients– domestic 
Effect Standard bootstrap results p-value (2-sided) 
Trust -> Brand loyalty 0.0000 
Ethnocentrism -> Trust 0.5768 
Forgiveness -> Trust 0.0003 
Perceived quality  -> Trust 0.0000 
Country of origin -> Trust 0.0001 
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According to the table below, the path coefficient of Trust to Brand loyalty is 0.6400 the path 
coefficient of Ethnocentrism, Forgiveness, Perceived quality and Country of origin to Trust are 
0.1691, 0.2253, 03657 and 0.1742 accordingly. The results presented that all the independent 
constructs are positively and significantly related towards Trust and also represented that all of 
the hypotheses for overall data were verified and supported. Furthermore, Country of origin is 
the most significant construct towards Trust compared with other variables. 
Table 5.7.3.1 Relevance of Path Coefficients– domestic 
Independent 
variable 
Dependent variable 
Trust Brand 
loyalty 
Trust 
 
0.6400 
Ethnocentrism 0.0342 
 
Forgiveness 0.2303 
 
Perceived quality  0.3186 
 
Country of origin 0.2315   
 
5.8 Summary 
In this chapter, the data presentation and data analysis have been clearly clarified. SPSS was 
used to analyse the data of respondents’ characteristics. Whilst PLS-SEM was used to measure, 
test and evaluate the structural model and the hypothesized relationships among the 
independent variables and dependent variable. This next chapter focuses on research findings 
and discussion. 
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CHAPTER SIX: QUANTITATIVE FINDINGS, 
DISCUSSION, LIMITATIONS, 
IMPLICATIONS AND FUTURE 
RECOMMENDATIONS 
 
This chapter is divided into the following several sections: (1) Overall Findings, (2) 
Discussion of Findings, (3) Implications of the Study, (4) Limitations of the Study, (5) 
Recommendations for Future Research and (6) Conclusion. 
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6.1 Overall model: Findings 
Figure 6.1: Overall model 
 
Based on the findings from the research model (Figure 6.1), trust appears to be strongly 
influenced by perceived quality and country of origin but weakly influenced by forgiveness 
and ethnocentrism. The coefficient of determination (𝑅2) shows that the model explains 33.8% 
variation. The findings of this research are aligned with those of previous studies (William, N 
1999 and Yao, M 2012). In this study, country of origin (0.398***) was found to be the element 
that most influenced consumer trust, followed by ethnocentrism (-0.263***), perceived quality 
(0.202***) and forgiveness (0.136***). A strong correlation between trust and brand loyalty 
was found (0.590***). Researchers such as William (1999) and Yao (2012) have demonstrated 
the importance of country of origin for influencing consumer trust and brand loyalty through 
marketing messages. The researchers, Erkan and Evans (2016) have noted that perceived 
quality plays a critical role in winning consumer trust. However, forgiveness and ethnocentrism 
have not been investigated in previous research. This is mainly because if all consumers of 
infant formulas are considered (without dividing them into a domestic product purchase group 
and an imported product purchase group), the significance of forgiveness and ethnocentrism 
are limited, as shown in Figure 6.1. Therefore, the subjects of this research are divided into a 
domestic product purchase group and an imported product purchase group. The results for each 
group are shown in the figures below. 
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6.1.1 Hypotheses testing of overall model 
H1a: It was hypothesised that, overall, i.e. when all consumers are considered (purchasers of 
domestically produced infant formula and purchasers of imported infant formula), a significant 
relationship exists between forgiveness and trust. The results show a path coefficient value of 
0.136 with p<0.001, which indicates a significant and positive relationship between 
forgiveness and trust. 
H1b: It was hypothesised that, overall, a significant relationship exists between perceived 
quality and trust. The path coefficient value was found to be 0.202 with p<0.001, which shows 
a significant and positive relationship between perceived quality and trust. 
H1c: It was hypothesised that, overall, a significant relationship exists between ethnocentrism 
and trust. The results show a path coefficient value of -0.263 with p<0.001, which reveals a 
significant and negative relationship between ethnocentrism and trust. 
H1d: It was hypothesised that, overall, a significant relationship exists between country of 
origin and trust. The path coefficient value was determined as 0.398 with p<0.001, which 
shows a significant and positive relationship between country of origin and trust. 
H1e: It was hypothesised that, overall, a significant relationship exists between trust and brand 
loyalty. The path coefficient value was found to be 0.590 with p<0.001, which shows a 
significant and positive relationship between trust and brand loyalty. 
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6.2 The domestic product purchase group: Findings 
 
Figure 6.2: Domestic product purchase group model 
 
 
Based on the findings from the research model (Figure 6.2), trust appears to be strongly 
influenced by forgiveness, perceived quality, country of origin but ethnocentrism, which is 
different to the findings of the overall model. The coefficient of determination (𝑅2) shows that 
36.8% variation is explained by the model. In this study, perceived quality (0.319***) was 
found to be the element that had the greatest influence on consumer trust. This was followed 
by country of origin (0.232***), forgiveness (0.230***) and ethnocentrism (0.034). Moreover, 
a strong correlation between trust and brand loyalty was found (0.640***). Forgiveness was 
found to be an important factor that influences trust, which differs from the findings of the 
overall model. In this model, trust appears to be weakly influenced by ethnocentrism. The 
results differ from those of previous research (Haizhong, W., 2006, Supphellen, Magne, Terri 
L, Rittenberg, 2006). However, the imported product purchase group model provides a control 
group for the current research (Figure 6.3). 
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6.2.1 Hypotheses testing of domestic product purchase group 
H2a: It was hypothesised that a significant relationship exists between forgiveness and trust 
among purchasers of the domestic product. The results reveal a path coefficient value of 0.230 
with p<0.001, which shows a significant and positive relationship between forgiveness and 
trust. 
H2b: It was hypothesised that a significant relationship exists between perceived quality and 
trust among purchasers of the domestic product. The path coefficient value was found to be 
0.319 with p<0.001, which shows a significant and positive relationship between perceived 
quality and trust. 
H2c: It was hypothesised that a significant relationship exists between ethnocentrism and trust 
among purchasers of the domestic product. It is evident from the results that ethnocentrism 
does not have a significant influence on trust with p>0.05. In this case, not enough evidence 
was found to prove a relationship of influence between the two variables. Therefore, the results 
did not support the hypothesis. 
H2d: It was hypothesised that a significant relationship exists between country of origin and 
trust among purchasers of the domestic product. The results revealed a path coefficient value 
of 0.232 with p<0.001, which indicates a significant and positive relationship between country 
of origin and trust. 
H2e: It was hypothesised that a significant relationship exists between trust and brand loyalty 
among purchasers of the domestic product. The path coefficient value was found to be 0.640 
with p<0.001, which shows a significant and positive relationship between trust and brand 
loyalty. 
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6.3 Imported product purchase group: Findings 
 
Figure 6.3: Imported product purchase group model 
 
From the above research model (Figure 6.2), we can see that trust is strongly influenced by 
country of origin, perceived quality, forgiveness and ethnocentrism. These results are different 
from the results of the overall model. The coefficient of determination (𝑅2) shows that the 
model explains 76.9% variation. In this research, country of origin (0.366***) was found to 
have the greatest influence on consumer trust, following by perceived quality (0.225***), 
forgiveness (0.174**) and ethnocentrism (0.169**). Moreover, a strong correlation was found 
between trust and brand loyalty (0.848***). The results of this model differ from those of the 
domestic product purchase group model. Here, country of origin was revealed to be a critical 
factor for trust. This model shows that when Chinese consumers purchase an imported product, 
they consider themselves more ethnocentric, which may be due to guilt. They may feel 
ashamed because they have purchased imported formulas and willing to compensate. Based on 
this psychological factor, the answers to the set of ethnocentrism questions may have been 
different if purchase intention was considered. Moreover, this difference may also be affected 
by the research design. For this research, we examined real purchasing behaviour instead of 
purchase intention. Considering that the former relates to consumer psychology after 
consumption and the latter to psychology before consumption, if we had used purchase 
intention as the measurement, the results may have been different. 
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6.3.1 Hypotheses testing with the imported product purchase group model 
H3a: It was hypothesised that a significant relationship exists between forgiveness and trust 
among purchasers of the imported product. The results show a path coefficient value of 0.174 
with p<0.01, which indicates a significant and positive relationship between forgiveness and 
trust. 
H3b: It was hypothesised that a significant relationship exists between perceived quality and 
trust among purchasers of the imported product. The results reveal a path coefficient value of 
0.225 with p<0.001, which shows a significant and positive relationship between perceived 
quality and trust. 
H3c: It was hypothesised that a significant relationship exists between ethnocentrism and trust 
among purchasers of the imported product. It is evident from the results, which reveal a path 
coefficient value of 0.169 with p<0.01, that a significant and positive relationship does exist 
between ethnocentrism and trust. 
H3d: It was hypothesised that a significant relationship exists between country of origin and 
trust among purchasers of the imported product. The path coefficient value was found to be 
0.366 with p<0.001, which shows a significant and positive relationship between country of 
origin and trust. 
H3e: It was hypothesised that a significant relationship exists between trust and brand loyalty 
among purchasers of the imported product. The path coefficient value was found to be 0.848 
with p<0.001, which reveals a significant and positive relationship between trust and brand 
loyalty. 
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6.4 Discussion of Findings 
This section discusses the findings from the domestic product purchase group model and the 
imported product purchase group model and compares the two groups. 
In order to answer the research questions, five pairs of hypotheses have been established to 
compare the domestic product purchase group model and the imported product purchase group 
model with regard to: (1) the influence of forgiveness on trust; (2) the influence of perceived 
quality on trust; (3) the influence of ethnocentrism on trust; (4) the influence of country of 
origin on trust; and (5) the influence of trust on brand loyalty. 
6.4.1 Hypotheses regarding the influence of forgiveness on trust 
H2a: Forgiveness has a significant influence on trust among purchasers of domestic infant 
formula. (Path coefficient of 0.230 with p<0.001) – Hypothesis supported 
H3a: Forgiveness has a significant influence on trust among purchasers of imported infant 
formula. (Path coefficient of 0.174 with p<0.01) – Hypothesis supported 
By grouping actual purchasing behaviours into a domestic purchase group and an imported 
purchase group, this research found that the influence of forgiveness on consumer trust (path 
coefficient: 0.230***) among Chinese consumers who purchase domestically produced infant 
formula is significantly higher than that among Chinese consumers who purchase imported 
infant formula (path coefficient: 0.174**). However, if consumers are not split into a domestic 
purchase group and an imported purchase group, the influence of consumer forgiveness on 
consumer trust is relatively low (path coefficient: 0.136***). This discrepancy explains why 
scarce research has been conducted on consumer forgiveness with regard to product-related 
injuries. Combining the conclusions from the qualitative analysis and those from the 
quantitative analysis, we find that Chinese consumers who buy domestically produced infant 
formula have a better understanding of both the real circumstances of a product-harm crisis 
and the corresponding remedial measures taken by enterprises and the government. It can be 
seen that brand manufacturers’ reparation activities and active communication enable 
consumers to understand the real circumstances of a product-harm crisis. This reduces the 
misunderstanding caused by information asymmetry and increases consumers’ perception of 
fairness, thus enabling brands to obtain consumers’ forgiveness (Tsarenko and Tojib, 2015), 
which can repair the original relationship of trust (Xie and Siqing, 2009). The brand’s 
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reparation activities are by nature activities of self-punishment and self-supervision (Singh and 
Sirdeshmukh, 2000). They include product recall, economic compensation, free exchange and 
refund, and discounts, among other measures, all of which represent a real reduction in 
economic benefits for brand manufacturers and real compensation for losses for consumers, 
thus effectively enabling brands to retain consumers (Singh and Sirdeshmukh, 2000). 
Consumers have a tendency to forgive, and enterprises’ efforts to repair trust tend to dispel the 
negative emotions of consumers (Huff, 2005). With an increase in consumers’ perceptions of 
the sincerity of an enterprise, their attitudes change from those of sensibility to those of 
rationality, which generate a willingness to forgive (Chuan-Feng, Heng-Chiang, and Han, 
2017). Hence, after a violation of trust occurs, the brand should focus on the psychology of 
consumers’ forgiveness in order to obtain forgiveness and restore their customers’ trust. 
We find that, after the melamine crisis broke out, the difference between the brands exposed 
by the crisis and the brands affected by it was an important factor with respect to the 
relationship of trust between consumers and brands and that this affected consumers’ 
willingness to forgive. The crisis had a negative impact on consumers’ trust in and willingness 
to forgive the exposed brands; however, it had a positive effect on consumers’ willingness to 
forgive and trust in the brands that were not exposed but were merely affected. Thus, the nature 
of the crisis plays a moderating role in the influence of consumers’ willingness to forgive on 
consumers’ trust. Furthermore, our research finds that the deep-seated reason for the difference 
in consumer trust and willingness to forgive lies in the fact that consumers’ previous trust in 
the brands affected by the crisis implied that they had a certain psychological resistance to 
product injuries, which had an overflow effect on their willingness to forgive after the crisis. 
However, for the exposed brands, the relationship was reversed; consumers who had a higher 
level of trust in businesses before the crisis were less likely to forgive businesses that were 
involved in the product crisis. 
6.4.2 Hypotheses on the influence of perceived quality on trust 
H2b: Perceived quality has a significant influence on trust among purchasers of domestic 
infant formula. (Path coefficient of 0.319 with p<0.001) – Hypothesis supported 
H3b: Perceived quality has a significant influence on trust among purchasers of imported 
infant formula. (Path coefficient of 0.225 with p<0.001) – Hypothesis supported 
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By comparing the above two assumptions, we can see that consumers who buy domestically 
produced infant formula pay more attention to perceived quality than those who buy imported 
infant formula. Furthermore, it can be seen from Figure 6.2 that perceived quality (0.319) is 
the most important factor for Chinese consumers who purchase domestically produced infant 
formula and is more important than consumer forgiveness (0.230), country of origin (0.232), 
and ethnocentrism (0.034). Figure 6.1 shows that if no distinction is made between the two 
purchasing groups, the path coefficient for the relationship between Chinese consumers’ 
perceived quality of infant formula and trust is 0.202, which is lower than the value for the 
relationship between country of origin and trust. The positive influence of country of origin on 
consumers’ perceived quality and trust has been verified by many scholars (Gürhan and 
Maeswaran, 2000; Hong and Wyer, 1989) and is consistent with the findings of this study. 
However, based on the distinction between the two purchasing groups and the conclusions of 
the qualitative research, this study finds that when consumers purchase domestically produced 
infant formula, the country-of-origin effect on perceived quality is reduced. Conversely, when 
they purchase imported infant formula, the country-of-origin effect on perceived quality is 
amplified. These differing results are achieved because Chinese consumers worry about the 
quality of domestic products due to the frequency of food safety accidents. 
Now that the influence of the source country on perceived quality has been established, the 
question of how Chinese consumers perceive the quality of domestically produced infant 
formula must be addressed. By combining the conclusions of the qualitative analysis, we find 
that some Chinese consumers (especially high-income consumers) have no accurate 
perceptions of what they should pay for a product when they cannot accurately judge its quality, 
which results in lower price sensitivity. In this case, product price represents the purchase cost 
for customers and is also a symbol of the value that customers can obtain. To a certain extent, 
when a high price represents high quality, customers’ price sensitivity is reduced. Accordingly, 
the negative impact of a rise in product price on product sales is weakened. Many studies have 
shown that, at least to some extent, even if the product’s price is not affected by its actual 
quality, customers still regard the price as an indication of its quality for the following reasons: 
(1) they believe there are differences in quality between different brands’ products; (2) they 
believe low quality may incur a risk of significant losses; and (3) prior to purchasing, they lack 
other information to evaluate the quality of a product. 
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In the era of a knowledge-based economy, customers are becoming increasingly familiar with 
product information. Therefore, domestic enterprises should consider the quality recognised 
prices of different customers, formulate reasonable product prices for different-quality 
products and their target customers in the market, and win as many customers as possible in 
order to occupy and expand the market. 
6.4.3 Hypotheses on the influence of ethnocentrism on trust 
H2c: Ethnocentrism has a significant influence on trust among purchasers of domestic 
infant formula. (Path coefficient of 0.034 with p>0.05) – Hypothesis rejected 
H3c: Ethnocentrism has a significant influence on trust among purchasers of imported 
infant formula. (Path coefficient of 0.169 with p<0.01) – Hypothesis supported 
By comparing the above two hypotheses, this research finds that the influence of ethnocentrism 
on consumer trust (path coefficient: 0.034 and p>0.05) among Chinese consumers who 
purchase domestically produced infant formula is not significant. However, among Chinese 
consumers who purchase imported infant formula, a significant and positive correlation is 
found between ethnocentrism and consumer trust (path coefficient: 0.174**). Moreover, 
combining this with the qualitative results, this research reveals three findings for the 
correlation between ethnocentrism and consumers’ trust. First, in terms of ethnocentrism, 
Chinese consumers appear to be complicated and paradoxical. Therefore, it does not appear to 
be enough to explain the psychology of Chinese consumers towards domestic products only in 
relation to the concept of consumer ethnocentrism; ‘xenocentrism’ should also be considered 
(Untari, 2016). Second, the special psychology of Chinese consumers is affected by historical 
factors and the current behaviour of China’s domestic factories. Third, according to the model, 
most Chinese consumers who purchase imported goods are influenced by ethnocentrism based 
on ‘guilt’. 
Chinese consumers have tendencies to be simultaneously ethnocentric and ethno-apathetic. 
The causes of this phenomenon are as follows. 
1) Role of Consumer Ethnocentrism 
Consumer ethnocentrism originates from ‘ethnocentrism’. This concept was first developed in 
the 20th century and has been widely accepted. However, it is undeniable that every ethnic 
group is also xenocentrist, meaning they consider other ethnic groups as being central and their 
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own ethnic group as mirroring others (Untari, 2016). A good example of this is the fact that, 
during the Cold War, some American people believed in communism and Soviet values (Untari, 
2016). In countries where the social economy is weak, xenocentrism has more space to grow. 
Before the modern era, China had a very strong philosophy of the ‘celestial empire’ (Isaacson, 
2017). Chinese people enjoyed ‘high potential energy’ and regarded other ethnic groups as 
‘foreigners’ and ‘hunting tribes’ (Isaacson, 2017). However, after the two Opium Wars, a subtle 
reduction of national strength meant this philosophy had changed (Woolley, 2016). By the end 
of the 19th century and the beginning of the 20th century, the national psychological defence 
had collapsed, and Western-worship psychology replaced the idea of the celestial empire (Yan, 
2016). Today, although national strength and national confidence have become stronger, a 
hundred years of alien attacks have brought tremendous trauma that has affected the national 
psychology. This trauma cannot be repaired in a short period. Furthermore, the national 
economy is a step behind that of European countries and America, and domestic products have 
a negative image with respect to quality (Yan, 2016). Therefore, consumers’ ethnocentric 
tendencies are not strong, and some consumers are even indifferent or psychologically negative 
in their views of national factories, products, or brands. 
2) Indifference to domestic products  
If national factories and products frequently bring purchasing setbacks to consumers, 
consumers will feel indifferent towards domestic products. This setback will be due not to an 
individual phenomenon, but rather to the social mechanism (Bruening et al., 2018). It will make 
people feel isolated from their own ethnic group and decrease their sense of belonging to that 
group. Finally, the ethnic group will be the target of their frustration. The outcome will be 
negative attitudes towards the ethnic group in mild cases and hatred and betrayal towards the 
ethnic group in serious cases (Hasson, et al., 2012). After consumers suffer from frequent 
setbacks in relation to domestic products, negative attitudes towards domestic factories will 
develop, consumer ethnocentrism will decrease, and attitudes of indifference will be gradually 
established. 
3) Invasion by Western consumption culture 
An open society is replete with alien consumption culture. If social opinions and the media 
provide unrealistic advertisements of consumer culture and Western materialism, consumers 
will applaud European and American goods and will have unrealistic and excessively low 
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opinions of domestic products. Today, the Western consumer culture led by America has 
accelerated its destruction of consumer ethnocentrism in every country (Yan, 2017). 
6.4.4 Hypotheses on the influence of country of origin on trust 
H2d: Country of origin has a significant influence on trust among purchasers of domestic 
infant formula. (Path coefficient of 0.232 with p<0.001) – Hypothesis supported 
H3d: Country of origin has a significant influence on trust among purchasers of imported 
infant formula. (Path coefficient of 0.366 with p<0.001) – Hypothesis supported 
This study compares the purchasing behaviour of consumers who buy domestically produced 
infant formula and those who buy imported infant formula. The research reveals that consumers 
who purchase domestically produced infant formula pay more attention to country of origin 
(0.366***) than do consumers who purchase imported infant formula (0.232). The perceived 
quality among consumers who purchase domestically produced infant formula is higher than 
that among those who purchase imported infant formula. Therefore, it is obvious that the 
country of origin has a significant impact on the purchasing behaviour of Chinese consumers. 
This finding shows that the halo effect and stereotype effect on the long-established country of 
origin still exist and are difficult to change. Chinese consumers generally perceive that the 
quality of imported infant formula is higher than that of domestic products of the same type. 
Two factors explain this result: (1) the melamine incident and other frequent food safety 
incidents have resulted in Chinese consumers being biased against domestic products (Vahie 
and Paswan, 2013), which has led to higher perceived quality requirements among consumers 
who purchase domestically produced infant formula; and (2) the infant formula industry has 
strengthened consumers’ preference for imported products. Infant formula is a necessity for 
infants and babies, and Europe and the U.S. have a long brand history, while the Netherlands, 
Australia, and New Zealand are associated with being strong, beautiful, and independent (Jaffe 
and Nebenzahl, 2001). Therefore, Chinese infant formula brands do not have competitive 
advantages over their international counterparts. 
This research has also collected data related to the infant formula industry and examined three 
hypotheses with regard to factors that affect the influence of country of origin on consumer 
behaviour. A comparative analysis of the three models shows that the elastic model fitted the 
data better. The research hypothesis was further verified by the elastic model (Emre and 
Mumcu, 2007). It was found that trust in the country of origin has an indirect influence on 
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consumers’ brand loyalty, which fits with the theoretical explanation of the signal hypothesis 
and the stereotype hypothesis (Emre and Mumcu, 2007). Country of origin was found to both 
directly and indirectly affect consumers’ perceptions of brand quality. The signal hypothesis, 
the stereotype hypothesis, the independent attribute hypothesis, and the summary construct 
model can explain some of these effects. The specific conclusions are as follows. 
（1） There is a positive correlation between country of origin and consumer trust. 
The research model shows that country of origin has a positive effect on consumer trust, 
meaning trust in the source country can promote consumer trust. Therefore, consumer trust in 
a company or brand is influenced not only by factors related to the company or the brand 
itself—including product quality and reputation—but also by the background of the country of 
origin. When trust in the country of origin is high, it is easier for companies to build consumers’ 
trust (Lantto, 1997). Therefore, as part of the process of upgrading from ‘manufacturing 
enterprises’ to ‘brand enterprises’, Chinese enterprises must obtain recognition from the 
international market in order to gain consumers’ trust. Chinese enterprises must establish good 
country of origin perceptions and contribute to building a national brand. The government 
should assume responsibility for building national trust. 
（2） Country of origin indirectly influences consumer loyalty, and consumer trust plays a 
mediating role. 
Country of origin cannot directly influence consumers’ repeat purchase intentions, 
recommendation intentions, or premium tolerance because their brand loyalty is based largely 
on their previous consumption experiences. Consumers develop brand awareness through 
multiple consumer experiences, which in turn determine their loyalty. The country of origin 
sends out a signal that influences consumers’ perceptions of the brand, which indirectly affects 
their brand loyalty (Koubaa, 2008). This conclusion is consistent with the findings of Grayson 
et al. (2015). Background trust (country of origin, perceived product quality, forgiveness, and 
ethnocentrism) is completely mediated by specific trust (consumer trust). Enterprises need to 
be able to invest in building specific trust—that is, trust in the company or brand—without 
having to invest or make efforts with regard to background trust (i.e., trust in the country of 
origin). 
（3） Consumers’ perceived quality of the country of origin is a comprehensive impact 
mechanism with both direct and indirect influences.  
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A product from a certain country can send a signal that increases consumers’ trust in that 
country (Bruwer, 2013). At the same time, country of origin can be considered an attribute of 
the brand or product that directly affects consumers’ perceived quality (Chen and Lin, 2011). 
Therefore, if enterprises want to improve the perceived quality of their brands, they must 
actively integrate their internal resources to acquire consumers’ trust through various means, 
including ensuring quality, lowering prices, and providing services. Moreover, enterprises must 
actively invest in the construction of their country of origin and make efforts to create a good 
country-of-origin environment. 
 
 
6.4.5 Hypotheses on the influence of trust on brand loyalty 
H2e: Trust has a significant influence on brand loyalty among purchasers of domestic 
infant formula. (Path coefficient of 0.640 with p<0.001) – Hypothesis supported 
H3e: Trust has a significant influence on brand loyalty among purchasers of imported 
infant formula. (Path coefficient of 0.848 with p<0.001) – Hypothesis supported 
Through the verification of the above assumptions, we find that the influence of consumer trust 
on brand loyalty (0.640***) among consumers of domestically produced infant formula is 
lower than the influence of trust on brand loyalty (0.848***) among consumers of imported 
infant formula. This finding means the conversion rate of the trust of consumers who purchase 
domestically produced infant formula in brand loyalty is lower relative to that of consumers 
who purchase imported infant formula. However, on the whole, consumers’ trust in a brand 
has a significant impact on their loyalty to that brand, which is consistent with the findings of 
many scholars (e.g., Limit, 1997; Garbarino and Johnson, 1999; Sirdeshmukh et al., 2002). 
The logical mechanism of brand existence involves conveying trust to consumers (Sheth and 
Parvatiyar, 1995). Consumers’ unique cognitive responses to a brand are acquired through the 
development of trust in the brand and cannot be applied to other brands (Chaudhuri, 2001). 
Because there are too many unknown consumers in the market, it is impossible for enterprises 
to establish interpersonal relationships with every consumer. Therefore, the establishment of 
relationships between consumers and brands has become a way for organisations to 
communicate with consumers (Sheth and Parvatiyar, 1995). Some scholars regard trust as a 
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component of the relationship between consumers and brands (Blackston, 1992). Hiscock 
(2001) has even claimed that the ultimate goal of marketing is to create an adhesive between 
consumers and brands and that the main component of this adhesive is trust. Hence, trust is one 
of the keys to maintaining consumer brand loyalty (Delgado-Ballester, 2005). 
The positive relationship between consumer trust and brand loyalty is also apparent in the 
infant formula industry. Many scholars have studied the factors that influence brand loyalty 
among consumers. Chaudhuri (2001) believes brand loyalty includes behavioural loyalty and 
attitudinal loyalty and has found that consumer trust and brand emotion affect consumers’ 
loyalty regarding their attitudes and behaviours towards brands. Taylor (2004) identifies the 
factors that influence consumer brand loyalty, which include consumer satisfaction, value, 
resistance to change, consumer trust, and brand assets. Once trust is generated in a brand, 
consumers will reduce the cognitive risks to the brand, and they will be more confident in their 
future purchase behaviour (Hunt, 1994). Cognitive risks are divided into relationship risks and 
industrial risks. Relationship risks play a more important role in the relationship between 
consumer trust and loyalty. If the behaviour of the enterprise can reduce the cognitive risk 
experienced by consumers, consumers, in order to maintain their trust, will demonstrate 
‘cooperation’ with a brand that they believe is trustworthy through actual loyalty with regard 
to behaviour. Furthermore, if there is some ‘cognitive similarity’ between the value expressed 
by a certain brand and the value expected by consumers, consumers will naturally show 
emotional trust that will affect their loyalty to the brand. 
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6.4.6 Summary of findings 
Research question Finding in this thesis Status of 
research in the 
extant 
literature 
Previous key 
researchers 
Extent of contribution of 
this research to the 
current stock of 
knowledge 
Research question 
1: What is the 
reason for the 
recent increase in 
consumption of 
domestic infant 
formula? 
 
1. The influence of 
forgiveness on 
consumer trust 
among Chinese 
consumers who 
purchase 
domestically 
produced infant 
formula is 
significantly higher 
than that among 
Chinese consumers 
who purchase 
imported infant 
formula. 
2. Consumers who 
buy domestically 
produced infant 
formula pay more 
attention to 
perceived quality 
than those who buy 
imported infant 
formula. 
3. The influence of 
ethnocentrism on 
consumer trust 
among Chinese 
consumers who 
purchase 
domestically 
produced infant 
formula is not 
significant. 
4. The country of 
origin has a 
significant impact 
on the purchasing 
behavior of Chinese 
consumers. 
Factors such as 
risk, trust, 
brand attitude, 
brand loyalty, 
ethnocentrism, 
and country of 
origin, quality 
of products, 
price and 
demographic 
factors play 
important roles 
in the handling 
of product 
failures. 
Berg, L. 2004; 
Buller, H., & 
Morris, C. 
2003; 
Falkheimer J, 
2015; Michiel 
K. & Arthur P, 
2010; Bartels 
D. 2001; WG 
Kim, 2007; 
Lara A, Kelly 
P W, Lynch B, 
2002; Lohr L, 
2001 
The current study has 
the potential to 
contribute to the body 
of knowledge on 
consumer forgiveness 
in the psychology 
literature. In the 
current study, 
consumer forgiveness 
is found to have a 
significant impact on 
consumer trust. 
Moreover, the findings 
regarding the degree of 
association between 
consumer forgiveness, 
consumer trust, and 
brand loyalty are 
remarkable. 
 PhD Thesis | Rongxi Hu 
192 
 
Research question 
2 ： What factors 
influence 
consumers’ 
purchasing 
behaviour of 
domestic infant 
formula? 
 
This research found 
that consumers’ 
purchasing 
behaviour of 
domestic infant 
formula has been 
influenced by 
forgiveness, 
perceived quality, 
country of origin, 
trust and brand 
loyalty. However, 
The influence of 
ethnocentrism on 
consumer’ 
purchasing 
behaviour of 
domestic infant 
formula is not 
significant. 
In the extant 
literature, the 
consumer trust 
mechanism is 
formed by 
brand loyalty, 
perceived risk, 
ethnocentrism, 
demographics, 
price, product 
quality and 
COO after a 
product-harm 
crisis. 
Caballero, James 
& Charles, 1989; 
Huckfeldt, 
Mendezand & 
Osborn, 2004; 
Foxman, 
Muehling, & 
Berger, 1990; 
Laroche, Kim, & 
Zhou, 1996; Ha, 
2005; Herche, 
1992; 
Huddlestone, 
Good & Stoel, 
2000; Klein, 
Ettenson, & 
Morris, 1998; 
Sternquist, 1991; 
Netemeyer et al., 
1991; Sharma et 
al., 1995 
The current study 
found that 
demographic, 
ethnocentrism and 
price are not the key 
factors affecting 
consumers’ purchase 
behaviour of domestic 
infant formula. This 
contradicts previous 
research. 
Research question 
3: What is the 
level of trust or 
confidence of 
Chinese 
consumers in the 
government and 
in business in 
handling and 
preventing such 
crises? 
 
After multi-brand 
crises,   industry 
trust is affected 
consumers enhance 
their risk perception, 
which would result 
in a decline in 
industry trust. 
Consumers’ main 
concerns about the 
domestic dairy 
industry are abuse of 
additives, followed 
by polluting sources. 
However, other 
factors participants 
mentioned included 
inferior materials 
and contamination in 
processing, 
The studies on 
industry 
confidence in 
multi-brand 
crisis is very 
limited, and 
mainly on 
“single brand 
crisis”. 
Pavlou, 2003; 
Siegrist & 
Cvetkovich, 
2000; Siegrist, 
2000; Ribbink, 
Van, Liljander 
& Streukens, 
2004 
The present work 
breaks the traditional 
focus on “single brand 
crisis”, paying 
attention to the 
recovery of industry 
confidence after a 
multi-brand crisis. 
Country of origin 
effect, used in many 
enterprises, is 
innovatively 
introduced by 
comprehensive 
consideration. 
Moreover, the 
influence of multi-
brand crisis on 
customer decisions is 
inspected close to the 
fact. Therefore, the 
connotation and 
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extension of brand 
trust and crisis theory 
are effectively 
expanded. 
Research question 
4: What is the role 
of country of 
origin, consumer 
ethnocentrism, 
nationalism and 
brand beliefs in 
Chinese 
consumers’ 
purchase decision 
relating to infant 
formula?  
 
1. For the overall 
model, trust 
appears to be 
strongly influenced 
by perceived 
quality and country 
of origin but 
weakly influenced 
by forgiveness and 
ethnocentrism. 
2. For the domestic 
infant formula 
purchase group, 
trust appears to be 
strongly influenced 
by forgiveness, 
perceived quality, 
country of origin 
but ethnocentrism, 
which is different 
to the findings of 
the overall model. 
3. For the imported 
infant formula 
purchase group, 
trust is strongly 
influenced by 
country of origin, 
perceived quality, 
forgiveness and 
ethnocentrism. 
These results are 
different from the 
results of the 
overall model. 
There is not 
much research 
on the 
interactions 
between 
factors, as all 
of them have 
been lumped 
into categories 
related to trust, 
risk or 
purchase 
behaviour. 
Shimp & 
Sharma 1987; 
Netemeyer et 
al., 1991; 
Tajfel, 1982; 
Ahmed, 
d’Astous, & El 
Adraoui, 1994; 
Kaynak & 
Cavusgil, 
1983; Fishbein 
and Ajzen, 
1975; Rook, 
1987; Gwin, 
James and 
Carlos, 2005; 
Baumeister, 
2002 
The study provides an 
empirically valid 
conceptual framework 
for understanding the 
consumer trust 
mechanism after a 
product-harm crisis. 
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6.5 Implications for Research and Practice 
This study makes several noteworthy theoretical and practical contributions. The study has 
endeavoured to build and test a model to study the effects of consumer forgiveness, perceived 
quality, ethnocentrism, and country of origin on consumer trust and brand loyalty. The 
following paragraphs describe the theoretical and practical implications of the findings of this 
study. 
 
6.5.1 Theoretical implications 
For a long time, product-harm crises have generated a lot of interest among scholars and 
researchers. The two major contributions of this research are its qualitative approach to 
studying, testing, and modifying a model of consumer trust and its use of the modified model 
to explain and analyse differences in consumer trust and brand loyalty based on consumers’ 
actual purchase behaviour. The results of this study represent a stepping stone for 
understanding the features of the consumer trust mechanism. The following table present the 
precise implications of the study for academia. 
Table 6.5.1 Contribution of the thesis 
Area Contribution of the thesis Contribution to the literature 
Consumer trust mechanism The current study was to 
provide a significant 
description of the 
characteristics of the 
consumer trust mechanism 
after a product-harm crisis 
based on consumers’ actual 
purchase behaviour. 
The current study provides 
an empirically valid 
conceptual framework for 
understanding the consumer 
trust mechanism after a 
product-harm crisis. 
The general field of 
marketing 
A mixed approach was 
adopted for this study. Using 
different research methods, 
support for the theoretical 
model was drawn by 
The study’s findings extend 
theories that have been used 
in reference disciplines and 
the current study also 
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considering factors such as 
consumer forgiveness, 
ethnocentrism, country of 
origin, and consumer buying 
behaviour, which is common 
practice in the fields of 
marketing and consumer 
behaviour. 
contributes to the general 
field of marketing. 
 
Consumer forgiveness Consumer forgiveness is 
found to have a significant 
impact on consumer trust. 
Moreover, the findings 
regarding the degree of 
association between 
consumer forgiveness, 
consumer trust, and brand 
loyalty are remarkable. 
Consumer trust is also found 
to have a significant effect on 
brand loyalty. Therefore, 
consumer trust plays a 
mediating role between 
consumer forgiveness and 
brand loyalty. Moreover, at 
present, the theoretical and 
empirical research on 
consumer forgiveness is still 
in its initial phase, and no 
scholar has developed a 
measurement scale to assess 
consumer forgiveness 
specifically in relation to the 
product-harm crisis. Most 
scholars use the 
psychological measurement 
methods that are used to 
assess individual forgiveness 
to measure consumer 
forgiveness. 
The current study has the 
potential to contribute to the 
body of knowledge on 
consumer forgiveness 
psychology and makes a 
major contribution to the 
development of a consumer 
forgiveness measurement. 
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6.5.1.1 A better understanding of the consumer trust mechanism after a product-harm crisis 
Evidence suggests that product-harm crises are widespread in modern society. As of yet, no 
study has conducted both qualitative and quantitative research to analyse the consumer trust 
mechanism after a product-harm crisis. A central aim of the current study was to provide a 
significant description of the characteristics of the consumer trust mechanism after a product-
harm crisis based on consumers’ actual purchase behaviour. This approach is different from 
the traditional approach, wherein purchase intention is conceptualised only quantitatively. 
Some researchers have theoretically examined and empirically tested the antecedents and 
consequences of the consumer trust mechanism after a product-harm crisis, but none have 
based their investigations on consumers’ actual purchase behaviour. Thus, the current study 
provides an empirically valid conceptual framework for understanding the consumer trust 
mechanism after a product-harm crisis. 
By drawing on different domains of knowledge, such as consumer forgiveness, ethnocentrism, 
country of origin, and consumer buying behaviour, this dissertation opens new doors of inquiry. 
6.5.1.2 Contributions to Theory 
A mixed approach was adopted for this study. Using different research methods, support for 
the theoretical model was drawn by considering factors such as consumer forgiveness, 
ethnocentrism, country of origin, and consumer buying behaviour, which is common practice 
in the fields of marketing and consumer behaviour. However, this flow of information is not 
unidirectional. According to Keen (1980), to provide answers to required research questions, 
researchers have used, redefined, and sometimes regenerated theories. Thus, the study’s 
findings will extend theories that have been used in reference disciplines. Finally, the current 
study also contributes to the general field of marketing. 
6.5.1.3 Contribution to the literature on consumer forgiveness  
The current study has the potential to contribute to the body of knowledge on consumer 
forgiveness psychology. In the current study, consumer forgiveness is found to have a 
significant impact on consumer trust. Moreover, the findings regarding the degree of 
association between consumer forgiveness, consumer trust, and brand loyalty are remarkable. 
Consumer trust is also found to have a significant effect on brand loyalty. Therefore, consumer 
trust plays a mediating role between consumer forgiveness and brand loyalty. Moreover, at 
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present, the theoretical and empirical research on consumer forgiveness is still in its initial 
phase, and no scholar has developed a measurement scale to assess consumer forgiveness 
specifically in relation to the product-harm crisis. Most scholars use the psychological 
measurement methods that are used to assess individual forgiveness to measure consumer 
forgiveness. Hence, the current study makes a major contribution to the development of a 
consumer forgiveness measurement. 
6.5.1.4 Contribution to the literature on consumer trust 
The literature on consumer trust reveals that numerous scholars have analysed consumer trust 
from either a psychological or marketing perspective but not from both perspectives. Hence, 
the current study makes a major contribution to the study of consumer trust by showing the 
effects of consumer forgiveness, perceived quality, ethnocentrism, and country of origin on the 
consumer trust mechanism in the context of the product-harm crisis. In this context, exploring 
the influence of consumer forgiveness, perceived quality, ethnocentrism, and country of origin 
on the consumer trust mechanism influences is a rational way of investigating this mechanism.  
6.5.2 Practical implications 
The current study may have major practical implications, particularly for enterprises and 
government public policy. The following subsections present the study’s implications for each. 
6.5.2.1 Implications for enterprises 
1.) Enterprises should respond on time, seize the initiative to release information, and value 
network interaction. After a trust violation occurs, consumers are often eager to understand 
the causes of and the processes entailed in the incident and expect the enterprise to give 
both a timely reply and a plan of action. If this urgent demand for information is not met, 
it is easy for rumours to spread about the enterprise, which will increase consumers’ 
insecurity. Therefore, the enterprise should fully respect consumers’ right to know and 
should respond in a timely manner. 
First, enterprises should improve their ability to respond quickly to negative events. Before 
an enterprise offers a clear response to a crisis, consumers and the media will make guesses 
and inferences about the causes of the incident, the processes involved, and the plan for 
handling it. Such guesses and inferences are often diverse and unrealistic, which can 
increase the enterprise’s difficulty of handling the incident, particularly in the face of 
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negative media publicity and an increase of negative public reaction among consumers. 
The enterprise should establish a full-time crisis communication team to respond 
appropriately to media and public inquiries at any time and to initially convey information 
to the public through the media to demonstrate a serious and responsible attitude. At this 
point, the remedial cost is lowest, and the remedy is most likely to be effective. 
Second, the enterprise should take the initiative to release information. The enterprise 
should allow third-party authoritative organisations to conduct investigations and 
demonstrations, invite impartial media organisations to report publicly, and ensure that 
consumers trust the authenticity and reliability of the enterprise’s responses. A 
spokesperson for the enterprise should sincerely apologise, express concern and regret, and 
elaborate upon the course and causes of the incident and the enterprise’s response measures. 
This apology should allay the doubts and fears of consumers, gain the understanding of 
consumers and the media with respect to the credibility and integrity of the enterprise, and 
maintain and enhance the positive attitudes of consumers towards the brand and their 
purchase behaviour. Finally, the enterprise should pay attention to network interaction with 
regard to negative events. Nowadays, mobile media applications are popular, and negative 
news often spreads rapidly over the internet. The media and consumers also make 
comments on the internet, and the general public opinion guides individual consumers’ 
views of an event. Hence, an important measure for dealing with the trust crisis involves 
attaching importance to network interactions in order to acknowledge the crisis information 
being spread on the internet and to guide public opinion by controlling the spread of 
negative information. 
2) Enterprises should understand consumer psychology with regard to ‘compensation 
expectations’ and pay attention to compensation fairness. The foregoing has confirmed the 
repair effect of consumer forgiveness on trust. With regard to specific actions, the enterprise 
should focus on the following two points. First, in a trust crisis, the scale and intensity of 
the brand’s material compensation will affect consumers’ willingness to forgive the brand’s 
faults. Only when the material compensation may sufficiently make up for or even exceed 
the economic losses of consumers can consumers regain a sense of psychological balance 
and satisfaction with their compensation, and only then can the original trust level be 
restored. In addition, the restoration of trust is conducive to the restoration of relationship 
commitment and can motivate consumers to renew the relationship. 
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3) Second, consumers’ satisfaction with the repair efforts of the enterprise is affected by 
compensation expectations and compensation fairness. Therefore, the repair efforts of the 
enterprise should meet or exceed consumers’ expectations. The relevant expenses should 
be borne by the enterprise, and the economic compensation should cover the losses of 
consumers such that they can feel the use value of their purchase is guaranteed and 
maintained. Consumers are highly sensitive to the fairness of compensation and will 
compare the compensation received by different consumers to judge whether or not their 
compensation is fair. If consumers find that their compensation is lower than that of other 
consumers, they will feel the compensation is unfair, and their satisfaction with it will 
decrease. Thus, the enterprise should treat all consumers equally and fairly. 
4) The content of the apology, how it is expressed, and how the promises made are 
implemented should be considered. Apologising is a relatively simple and low-cost conflict 
resolution strategy, but doing so is not easy. This difficulty is mainly due to the psychology 
of maintaining self-esteem. First, the mode of expressing the apology should be valued. 
The enterprise should establish a system to detect early warnings of a crisis and to deal with 
communication in the aftermath. In the event of negative occurrences, the enterprise should 
apologise to consumers and clarify its position immediately. When a breach of trust occurs, 
the enterprise can restore trust by offering emotional reassurance to its consumers in a 
timely manner through apologies, promises, and other means. However, the key point is to 
make consumers feel that the enterprise has indeed repented for its past behaviour. 
Attention should be paid to the effectiveness of the apology. The spokesperson’s tone of 
voice should be low, the expression should be sincere, and the eyes should express guilt 
and sympathy. These extra-verbal elements are crucial. Therefore, the spokesperson should 
maintain the correct attitude and promise to be true when apologising. 
Second, the content of the apology should be considered. Apologising does not mean the 
enterprise fully acknowledges responsibility for the incident in order to cater to the 
psychology of consumers. Rather, the enterprise should make clear any external causes of 
the incident and guide consumers to attribute blame externally. The apology should fully 
convey the enterprise’s moral standard and express its insistence on being a ‘conscientious 
enterprise’. This will improve the appeal and effectiveness of the apology. In addition, 
asking for forgiveness in an apology is often more effective than not asking for forgiveness. 
Hence, the enterprise must earnestly express its desire for forgiveness from consumers. 
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Finally, commitments should be implemented. The enterprise should ensure the quality of 
its products and services and put an end to product quality problems. In their daily 
operations, it should begin with the details, which should involve ensuring the authenticity 
of materials, strictly checking the raw materials, tracking the production process of the 
products, and ensuring the products are qualified for delivery so as to ensure that there are 
no quality issues with the products purchased by consumers and that the quality promise is 
implemented. In addition, the enterprise must implement its commitments with regard to 
material repair efforts and information repair. These commitments may include return and 
replacement, economic compensation, and other measures that are implemented as post-
sales service commitments to avoid another trust crisis. 
5) Enterprises need to not only devote their efforts to improving the quality of products to 
create value for consumers, but must also rebuild their image and protect the legitimate 
rights of consumers. Infringing upon the rights and interests of consumers by, for instance, 
cheating consumers or selling counterfeit or shoddy products, will frustrate consumer 
sentiment and, as time passes, forge indifference towards domestic products among 
consumers. This will severely threaten both the industry and the long-term sustainable 
development of the national economy. Enterprises should unite, standardise their behaviour, 
and safeguard the image of the entire national dairy enterprise. They can also use 
commercial advertisements to promote the ‘Made in China’ slogan. For example, the 
promotion slogan of the brand ‘Feihe’ is ‘milk powder suitable for the bodies of Chinese 
babies’. This promotion affects the competitiveness of Chinese products in the international 
environment. 
6) Quality is the life source of products or services. When consumers choose products or 
services, quality is an important factor that affects their purchasing decisions. This study 
aims to provide a reference for the future of national marketing and for the corporate 
strategy of both the Chinese government and individual enterprises by studying the impact 
of different images of the country of origin on quality perception (i.e., the perceived quality 
of a product). Through an empirical analysis, this study confirms that the image of the 
country of origin has an impact on the perceived quality of its products and consumer brand 
perceptions. The image of the country of origin is multi-dimensional; it not only relates to 
economic development, social image, and national image at the macro level of the country, 
but is also linked to the image of the producer at the micro level. The image of the producer 
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is the image of the enterprise. The government and individual enterprises should pay close 
attention to changes in the external market and maintain internal competitiveness at all 
times so as to adjust their positions and strategies and improve their potential for long-term 
development and their competitive advantages. 
6.5.2.2 Implications for public policy 
The government should develop public policies to guide the values of the public with regard to 
consumption and enact rules to regulate the influence of foreign cultures. Without appropriate 
guidance, the public will fall too strongly under the influence of Western consumption culture. 
The government should nurture public confidence towards national industries, and government 
institutes and civil servants at every level should set a good example. For example, when 
purchasing office supplies, governments should first choose national suppliers, which has 
already become standard practice in European countries and America. Governments should 
also take responsibility for standardising the behaviour of national enterprises and safeguarding 
the rights and interests of consumers because the behaviours of a small number factories can 
harm the image of the whole nation’s factories and industries. 
 
6.6 Limitations 
All studies have limitations, some of which may affect their findings. This section discusses 
research limitations in various settings related to insufficiencies in the methodology and the 
induction of findings.  
Generally, there is no perfect research method applicable to all study variables and situations. 
All research methods are, to some extent, imperfect and inadequate (McGrath, 1982). Every 
possible effort must be made to prevail over methodological insufficiencies. This study 
represents a preliminary effort to investigate country of origin, ethnocentrism, and consumer 
forgiveness on the theoretical grounds of the trust mechanism. 
These research findings may be suitable and applicable only as a reference or a guide for future 
related research in China because the study was conducted in China and may therefore not be 
relevant in other countries. Moreover, this study focusses on infant formula only, which is a 
product that has specific differences when compared with other products. 
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It should be noted that all the measurements in this thesis are snapshot measures; there was a 
shortage of data on actual purchase behaviour. Some study questions may have caused bias in 
cognitive consistency patterns or in responses to other questions (Mick, 1993), thereby leading 
to biased results in this study.  
Finally, there is no existing scale for forgiveness in the area of post-crisis research. All the 
related questions were adapted from previous service marketing research. Forgiveness in a 
post-crisis environment is different from individual forgiveness in general interpersonal 
communications. 
6.7 Future recommendation 
This research has focussed on actual purchase behaviour only; the results may differ if 
compared with purchase intention as an outcome variable. Future research may be able to 
discover the difference in the trust mechanism between actual purchase behaviour and purchase 
intention.  
In addition, consumer forgiveness can create extremely high value for enterprises. After a 
product crisis or service failure occurs, the fundamental purpose of remedial measures as an 
external stimulus is to arouse the internal responses of consumers and lead them to forgive. 
Although scholars have begun to focus on the study of consumer forgiveness, the 
corresponding theoretical research is not yet deep, and the theoretical framework is not perfect. 
Future research may concentrate on the following issues. 
Consumer forgiveness measurement tools should be developed. Currently, the theoretical circle 
has not developed a consumer forgiveness scale suitable for use in a business environment. 
Forgiveness in a business setting is different from individual forgiveness in general 
interpersonal relations. Facing a violation of good business relations, consumers are not only 
affected by situational factors in their emotional and cognitive processing, but are also 
influenced by previous relationship strength, quality, and accidental factors. Their forgiveness 
performance is quite different from that of general interpersonal forgiveness. It is thus 
impossible to accurately measure consumers’ forgiveness tendencies using psychological 
scales designed to measure individual interpersonal forgiveness. The lack of measuring tools 
limits the development of empirical evidence on consumer forgiveness. Many scholars have 
pointed out that future research should focus on the development of a measurement scale for 
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consumer forgiveness in the commercial environment. They agree that, for the design and 
operation of measurement methods, a more accurate methodology must be developed to replace 
self-reporting. 
The influence of individual consumer differences regarding forgiveness should be studied. 
Most existing research summarises the factors that influence consumer forgiveness from 
external environmental factors; few studies discuss the influence of individual consumer 
differences on their tendency to forgive. Since consumer forgiveness is essentially a 
transformation process of the emotional state of an individual, future research might 
concentrate on exploring individual differences that affect consumer forgiveness. For example, 
Tsarenko and Tojib (2007) point out that it is difficult to make up for some service mistakes, 
such as medical mistakes, but this difficulty does not mean consumers will hate a service 
provider forever. It is essential for researchers to explore deeply into which internal factors 
stimulate consumers to choose forgiveness over retaliation or avoidance as coping strategies 
when facing service failures. Future research may explore factors that affect individual 
differences in consumer forgiveness, including emotional intelligence, self-esteem, self-
monitoring, adjustment, focus, and so on. 
Cross-cultural empirical studies of situational forgiveness should be conducted. Current 
empirical research on the differences between consumers’ forgiving tendencies in different 
cultural backgrounds is rare. Only a few scholars have conducted comparative research that 
compares consumers’ individual forgiving tendencies among two different cultural 
backgrounds. Their results show that consumers from a collectivism cultural background have 
greater individual forgiving tendencies than do those from an individualism cultural 
background. Nevertheless, there is no empirical research on whether or not consumers with 
different cultural backgrounds demonstrate differences in their willingness to forgive when 
facing the same specifically objectionable behaviour. Subsequent research may employ an 
empirical approach as to whether or not consumers with different cultural backgrounds 
demonstrate differences in their willingness to forgive. 
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Appendixes 
Table 5.2 Reflective measurement model definition 
Subject Definition 
Indicator Reliability The loadings above 0.6 denoted that the 
constructs explained more than 50% of 
variable (Sartedt, et al. 2014). 
Internal Consistency Reliability Joseph, et al., (2010) and Gorondutse & 
Hilman (2010) demonstrated that the 
positive relationship between value 
indicator and degree of reliability. 
Moreover, the Jöreskog's rho (ρc) is the 
common tool to be used to evaluate the 
internal consistency reliability, the 
minimum acceptable value for internal 
consistency reliability is 0.6 and the 
maximum value is 0.95. Previous study 
(Drolet & Morrison, 2001) shows that the 
value more than 0.95 is considered as 
problematic. 
 
Cronbach’s alpha For the extent of internal consistency 
reliability, construct reliability with 
Cronbach’s alpha also used to measure 
and examine the reliability for all the 
constructs. According to Joseph, et al. 
(2010), the minimum acceptable 
Cronbach Alpha is 0.7 or above, while 
the researcher, Nimako, et al. (2014) 
stated that the higher the Cronbach’s 
alpha, the multiple measures are highly 
reliable for the measurement of each 
construct. 
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Convergent Validity According to Hair, et al. (2011) and 
Sarstedt, et al. (2014), convergent is 
validity used to measure and examine 
the extent that a construct converges the 
specific construct’s indicators by 
explaining the items’ variance. 
Commonly the average variance 
extracted (hereafter, AVE) will be used 
to measure for all items that associated 
with each construct. According to Jamil 
(2012) and Sarstedt, et al. (2014), the 
mean of the squared loadings for all 
indicators associated with the construct 
is the calculation method to calculate the 
value of AVE. In addition, the minimum 
acceptable value for AVE is 0.5 and if 
the value is more than 0.5, the result 
represented that the construct explains 
more than 50% of the variance of items. 
Discriminant Validity The final step of reflective measurement 
model is discriminant validity when the 
indicator reliability, internal consistency 
reliability and convergent validity were 
successfully established. Sarstedt, et al. 
(2014) believed that discriminant validity 
used to measure the different constructs 
differ from one another. Formell-Larcker 
criterion and cross-loadings are 
commonly used to evaluate the 
discriminant validity (Sarstedt, et al. 
2014; Jamil, 2012). Fornell-Larcker 
criterion was the most conversation 
criterion which focused on the 
comparison of each construct’s AVE 
value with the square root of inter-
construct correlation, if the construct’s 
AVE value was higher than the squared 
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of inter-construct correlation, the 
discriminant validity will be established. 
 
Cross-loadings The cross-loadings was used to provide 
the additional evidence for discriminant 
validity, which comparing each 
indicator’s loadings with each construct. 
Scholars (Sarstedt, et al. 2014; Jamil, 
2012) believed that if the loadings are 
consistently being the highest in the 
construct that indicators and construct 
associated with, the results showed that 
the discriminant validity was validated. 
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Table 2.2 Macro overview of food related behavioural theories 
Author(s) Food safety problem Investigated factors 
Berg, L. (2004) Mad cow disease Trust and Gender 
Buller, H., & Morris, C. 
(2003) 
Farm Animal Welfare Brand attitude and 
Purchase behavior 
Falkheimer.J (2015) Horsemeat Scandal Quality of products ,Risk 
and Trust 
Michiel K. & Arthur P. 
(2010) 
2007 Bernard Matthews 
H5N1 outbreak 
Trust and Risk 
Bartels D. (2001) Mad cow disease Ethnocentrism and 
Purchasing behavior 
WG Kim (2007) Bird flu and mad cow 
disease 
Co-Branding, Brand 
Loyalty and Trust 
Lara A, Kelly P W, Lynch 
B. (2002) 
2008 Irish pork crisis Price, Cost, Trust and 
Risk 
Lohr L. (2001) Organic food  Quality, Safety and 
Country of Origin 
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Table 2.3.5.1: The Categories of Brand Loyalty Based on the Relationship between  
 Customer Patronage and Customer Attitude. 
 
Figure 
2. 
Conceptual framework for phase I. 
 
 
  
 Repeat Patronage 
High Low 
 
Relative 
Attitude 
High True Brand 
Loyalty 
Latent Brand 
Loyalty 
Low Spurious Brand 
Loyalty 
No Brand Loyalty 
Trust 
Brand 
Attitude 
Brand 
Loyalty 
Ethnocentrism 
Demographics 
Country 
of Origin 
Quality of 
Products Price 
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Table 2.4 Themes development 
Themes Topic References  
Brand Attitude Product Reputation; 
Familiarity; 
 
Foxman, Muehling, & 
Berger, 1990; 
Laroche, Kim, & 
Zhou, 1996; Ha, 2005 
Quality of 
Products (perception) 
Product Information Quality 
(Source Credibility, Social 
Influence, Issue 
Involvement);  
Product Knowledge; 
Perceived Security 
Protection;  
Third-Party Seal;  
 
Caballero, James & 
Charles, 1989; 
Huckfeldt, 
Mendezand & 
Osborn, 2004; 
Rothman, Salovey, 
Antone, Keough & 
Martin, 1993; 
Srinivasan & 
Ratchford, 1993; 
Goodstein & 
Boninger, 1997; 
Aaker & Maheswaran, 
1997; Ho & Bodoff, 
2014 
Ethnocentrism CETSCALE: 
Home Country Image; 
Quality Consciousness; 
Beliefs about Foreign 
Products （e.g. 
Australia）; 
Belief about Chinese 
Products 
Herche, 1992; 
Huddlestone, Good & 
Stoel, 2000; Klein, 
Ettenson, & Morris, 
1998; Sternquist, 
1991; Netemeyer et 
al., 1991; Sharma et 
al., 1995 
Demographic Consumer Characteristics 
(Age; Income; Purchase 
Maker; Education; 
Occupation) 
Lawrence et al., 1992; 
Good & Huddleston, 
1995; Wall & Heslop, 
1986; Schooler, 1971; 
Bilkey & Nes, 1982 
Country of Origin Halo effect; 
Summary construct 
Friedman, 1996; Han 
1990; 
 PhD Thesis | Rongxi Hu 
253 
 
Brand loyalty Commitment;  
Satisfaction (As post-
consumption feedback, 
quantitative analysis will be 
conducted in Phase II) 
Foxman, Muehling, & 
Berger, 1990; 
Laroche, Kim, & 
Zhou, 1996; Ha, 2005 
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Figure 2.5.1.3.1 Indirect impact mechanism 
 
 
 
 
 
Figure 2.5.1.3.2 direct impact mechanism 
 
 
 
 
Figure 2.5.1.3.3 Comprehensive impact mechanism 
 
 
 
 
 
  
COO 
Consumer trust 
Consumer brand loyalty 
Consumer brand quality 
perception 
COO 
Consumer trust 
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Consumer brand quality 
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Consumer trust 
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Figure 2.6. Conceptual model of the consumer trust-oriented decision-making process. 
 
Table 3.1: Research Paradigms 
Research 
Paradigm 
Method 
Critical theory A method that underpins significant social achievement, social 
structure denotation, and social values. 
Constructivist A method that defines the fact as based on a particular system in 
an explicit situation. It aims to have better understanding of the 
values under which the research findings are made.  
Positivist A method that underpins the search for causal relationship and 
objectives research. 
Phenomenological A method that examines a more exhaustive and extended 
relationship with the participants. It includes a more detailed 
understanding of the situation; and is also called qualitative 
research.  
Source: Neuman (2006), Perry et al. (1999), and Voola (2005)  
Forgiveness Perceived 
quality  
Ethnocentrism COO 
Trust 
Brand loyalty 
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Table 3.3.4 Portfolios of all participants 
GROUP  GANDER AGE  CAREER SINGLE/ 
MARRIED 
 
CHILD INCOME 
RAGERMB/m
onth 
OVERSEAS SHOPPING 
EXPERIENCE 
(ONLINE&OFFLINE) 
BACKGROUND  
FA-1 M 53 SENOIR 
MANAGER IN A 
LOCAL 
COMPANY 
M Y 8K-15K Y Has been to 
Australia once and 
his child studied in 
Australia for 5 years. 
FA-2 F 53 CFO IN A LOCAL 
COMPANY 
M Y 8K-15K Y Has been to 
Australia once and 
her child studied in 
Australia for 5 years. 
FA-3 F 55 SENOIR 
MANAGER IN A 
BANK 
M Y 4K-8K Y Has been to 
Australia three times 
and her child studied 
in Australia for 4 
years. 
FA-4 M 23 PRIVATE 
BUSINESS 
SHAREHOLDER 
M N 4K-8K N N/A 
FA-5 M 33 PRIVATE 
BUSINESS 
OWNER 
M Y 15K and over Y Has a 3 year old boy 
FA-6 M 27 POLICEMAN M Y 4K-8K Y Has a 2 year old girl 
FA-7 M 27 PRIVATE 
BUSINESS 
OWNER 
S N 15K and over Y N/A 
FA-8 F 26 FULL-TIME 
HOUSEWIFE 
M Y  Y Has a 2 month old 
boy. 
FA-9 F 26 FULL-TIME 
HOUSEWIFE 
M N  Y N/A 
FA-10 M 25 BANK STAFF M N 1K-4K Y N/A 
FB-1 F 26 STATE-OWNED 
ENTERPRISES 
WORKER 
S N 4K-8K Y N/A 
FB-2 F 30 STATE-OWNED 
ENTERPRISES 
WORKER 
S N 4K-8K Y N/A 
FB-3 M 31 STATE-OWNED 
ENTERPRISES 
WORKER 
S N 4K-8K N N/A 
FB-4 M 28 PHD 
CANDIDATURE 
S N 1K-4K N N/A 
FB-5 F 30 PRIVATE 
COMPANY 
WORKER 
S N 1K-4K N Used to study in 
Australia for 2 years. 
FB-6 F 56 BANKER M Y 4K-8K N Has a 4 month old 
grandson. 
FB-7 M 31 STAFF IN BANK M Y 4K-8K Y Has a 4 month old 
son. 
FB-8 F 28 PRIVATE 
COMPANY 
WORKER 
M Y 4K-8K Y Has a 3 month old 
girl. 
FB-9 F 27 PRIVATE 
COMPANY SALES 
M Y 4K-8K Y Has a 1 year old girl. 
FB-10 M 29 RAILWAY STAFF M Y 4K-8K Y Has a 1 year and a 1 
month old boy. 
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FC-1 F 27 STATE-OWNED 
ENTERPRISES 
WORKER 
M Y 1K-4K Y Has a 7 month old 
girl. 
FC-2 F 29 NURSE M N 8K-15K Y N/A 
FC-3 F 29 PRIVATE 
COMPANY 
WORKER 
M Y 8K-15K Y Has a 1 year and an 
8 month old boy. 
FC-4 M 30 PRIVATE 
COMPANY 
WORKER 
M Y 8K-15K Y Has a 1 year and 8 
months old boy. 
FC-5 F 33 PRIVATE 
COMPANY 
WORKER 
M Y 1K-4K Y Has a 9 month old 
boy. 
FC-6 F 33 PRIVATE 
COMPANY 
MANAGER 
M Y 8K-15K Y Has a 6 month old 
girl. 
FC-7 M 39 STATE-OWNED 
ENTERPRISES 
MANAGER 
M Y 15K and over Y Has a 6 month old 
girl. 
FC-8 F 28 PRIVATE 
COMPANY 
ACCOUNTING 
M Y 4K-8K Y Has a 5 month old 
boy. 
FC-9 M 30 PRIVATE 
COMPANY SALES 
REPRESENTER  
M Y 4K-8K Y Has a 5 month old 
boy. 
FC-10 F 29 BANKER M Y 4K-8K Y Has a 2 month old 
girl. 
FC-11 M 28 PRIVATE 
COMPANY 
WORKER 
M Y 1K-4K Y Has a 2 month old 
girl. 
FC-12 F 56 BANK MANAGER M Y 8K-15K Y Has a 2 year old 
grandson. 
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Table 4.6 Questionnaire Matrix 
Question Relevant Concept Reference Hypothesis 
Overall, I am familiar 
with this brand. 
Brand Attitude Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
 
I am familiar with the 
process of purchasing 
from this brand. 
Brand Attitude Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
 
I am familiar with buying 
products from this brand. 
Brand Attitude Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
 
Prefer to buy from 
Brands that carry such an 
endorsement. 
Perceived quality West, John Lee. "A mixed 
method analysis of the 
Better Business Bureau’s 
third-party seal and the 
extent to which it 
inculcates trust among 
consumers." Journal of 
Research in Interactive 
Marketing 9.3 (2015): 214-
238. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
Third-party seals make 
me feel more 
comfortable. 
Perceived quality West, John Lee. "A mixed 
method analysis of the 
Better Business Bureau’s 
third-party seal and the 
extent to which it 
inculcates trust among 
consumers." Journal of 
Research in Interactive 
Marketing 9.3 (2015): 214-
238. 
H1b: Perceived quality 
has significant 
influence on Trust  
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Third-party seals make 
me feel safer in terms of 
the product. 
Perceived quality West, John Lee. "A mixed 
method analysis of the 
Better Business Bureau’s 
third-party seal and the 
extent to which it 
inculcates trust among 
consumers." Journal of 
Research in Interactive 
Marketing 9.3 (2015): 214-
238. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
I feel secure about the 
brand. 
Perceived quality Pradhan, Debasis, Israel 
Duraipandian, and Dhruv 
Sethi. “Celebrity 
endorsement: How 
celebrity–brand–user 
personality congruence 
affects brand attitude and 
purchase intention.” 
Journal of Marketing 
Communications 22.5 
(2016): 456-473. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
I am willing to use this 
brand on child. 
Perceived quality Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
I feel safe in making 
purchase on this Brand. 
Perceived quality Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1b: Perceived quality 
has significant 
influence on Trust  
 
This Brand provides 
correct information about 
the item that I want to 
purchase. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
Overall, I think this 
Brand provides useful 
information. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
H1b: Perceived quality 
has significant 
influence on Trust  
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satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
 
This Brand provides 
timely information on the 
item. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
This Brand provides 
reliable information. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
This Brand provides 
sufficient information 
when I try to make a 
transaction. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
I am satisfied with the 
information that this 
Brand provides. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
Overall, the information 
this Brand provides is of 
high quality. 
Perceived quality W.J. Doll, G. Torkzadeh, 
The measurement of end-
user computing 
satisfaction, MIS Quarterly 
12 (2) (1988) 259–274 
H1b: Perceived quality 
has significant 
influence on Trust  
 
This Brand is well 
known. 
Brand Attitude S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
This Brand has a good 
reputation. 
Brand Attitude S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
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This Brand has a 
reputation for being 
honest. 
Brand Attitude S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I am familiar with the 
name of this Brand. 
Brand Attitude Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I generally trust other 
people. 
Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
 
I generally have faith in 
humanity. 
Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1d: Country of origin 
has significant 
influence on Trust 
 
I feel that people are 
generally reliable. 
Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1d: Country of origin 
has significant 
influence on Trust 
I generally trust other 
people unless they give 
me reasons not to. 
Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1d: Country of origin 
has significant 
influence on Trust 
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This brand is trustworthy. Consumer Trust Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1d: Country of origin 
has significant 
influence on Trust 
This Brand gives the 
impression that it keeps 
promises and 
commitments. 
Consumer Trust S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1d: Country of origin 
has significant 
influence on Trust 
I believe that this Brand 
has my best interests in 
mind. 
Consumer Trust S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1d: Country of origin 
has significant 
influence on Trust 
Purchasing from this 
Brand would involve 
more product risk (i.e. 
defective product) when 
compared with other 
brands. 
Consumer Trust Schuitema, Geertje, and 
Judith IM De Groot. 
“Green consumerism: The 
influence of product 
attributes and values on 
purchasing intentions.” 
Journal of Consumer 
Behaviour 14.1 (2015): 57-
69. 
H1d: Country of origin 
has significant 
influence on Trust 
Purchasing from this 
Brand would involve 
more financial risk (i.e. 
fraud, hard to return) 
when compared with 
other brands. 
Consumer Trust Schuitema, Geertje, and 
Judith IM De Groot. 
“Green consumerism: The 
influence of product 
attributes and values on 
purchasing intentions.” 
Journal of Consumer 
Behaviour 14.1 (2015): 57-
69. 
H1d: Country of origin 
has significant 
influence on Trust 
How would you rate your 
overall perception of risk 
from this brand? 
Consumer Trust S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1d: Country of origin 
has significant 
influence on Trust 
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I think using this Brand is 
convenient. 
Perceived benefit T. Pack, Can you trust 
internet information? Link-
Up 16 (6) (1999) 24. 
H1d: Country of origin 
has significant 
influence on Trust 
I can save money by 
using this Brand. 
Perceived benefit T. Pack, Can you trust 
internet information? Link-
Up 16 (6) (1999) 24. 
H1d: Country of origin 
has significant 
influence on Trust 
I can save time by using 
this Brand. 
Perceived benefit T. Pack, Can you trust 
internet information? Link-
Up 16 (6) (1999) 24. 
H1d: Country of origin 
has significant 
influence on Trust 
I am likely to purchase 
the products(s) on this 
brand. 
Brand Loyalty Akkucuk, Ulas, and Javed 
Esmaeili. “The Impact of 
Brands on Consumer 
Buying Behavior.” 
International Journal of 
Research in Business and 
Social Science (2147-4478) 
5.4 (2016): 1-16. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I am likely to recommend 
this brand to my friends. 
Brand Loyalty S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I am likely to make 
another purchase from 
this brand if I need the 
products that I will buy. 
Brand Loyalty S.L. Jarvenpaa, N. 
Tractinsky, M. Vitale, 
Consumer trust in an 
Internet store, Information 
Technology and 
Management 1 (1–2) 
(2000) 45–71. 
H1e: Trust has 
significant influence 
on Brand loyalty 
I would think favorably 
of this brand. 
Forgiveness Schoorman, F.D., Mayer, 
R.C. and Davis, J.H., 2007. 
An integrative model of 
organizational trust: Past, 
present, and 
future. Academy of 
Management review, 32(2), 
pp.344-354. 
H1a: Forgiveness has 
significant influence 
on Trust  
I would disapprove of 
this brand. 
Forgiveness Schoorman, F.D., Mayer, 
R.C. and Davis, J.H., 2007. 
An integrative model of 
organizational trust: Past, 
present, and 
future. Academy of 
H1a: Forgiveness has 
significant influence 
on Trust  
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Management review, 32(2), 
pp.344-354. 
I feel sympathetic toward 
this brand. 
Forgiveness Schoorman, F.D., Mayer, 
R.C. and Davis, J.H., 2007. 
An integrative model of 
organizational trust: Past, 
present, and 
future. Academy of 
Management review, 32(2), 
pp.344-354. 
H1a: Forgiveness has 
significant influence 
on Trust  
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Please select a single answer choice. (Please √ the box) 
3. What brand of baby infant formulae did you just purchase?  
____________________________ 
4. Compared to the other brands available on the market, how would you rate the price of this brand of 
infant formula? 
 Very Expensive 
 Above average 
 Average  
 Below average. 
 Least expensive 
Answer the following questions with aspect to the brand that you just purchased. 
  Strongly 
disagree 
Nether Strongly 
agree 
 Question 1 2 3 4 5 6 7 
41.  This Brand is well known.        
42.  This Brand has a good reputation.        
43.  This company has a reputation for being honest.        
44.  This brand is trustworthy.        
45.  I am likely to recommend this brand to my friends.        
46.  I buy this brand whenever I can.        
47.  I would go out of my way to buy this brand        
48.  When another brand is on sale, I will generally purchase that brand, rather than the brand 
I just purchased. 
       
49.  I consider myself to be highly loyal to this brand.        
50.  The overall domestic dairy product’s quality is good        
51.  Quality of domestic dairy product is constantly improving        
52.  There is very little difference between different brands of dairy products.        
53.  The quality of imported dairy products is higher than the quality of domestic dairy 
products 
       
Now, I would like you to think back about the melamine crises in 2008 where milk products were found to be contaminated with 
melamine and subsequently recalled.  
I would like your opinion about how the crisis was handled by the industry and other authorities. 
54.  I believe the industry response was honest.        
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55.  I believe the industry response had a great deal of integrity.        
56.  Judging from the industry response, I believe the industry had a good value system.        
57.  Industry treated customers with respect in responding to negative publicity.        
58.  Given the government’s response, I felt confident about its skill in solving such 
problems. 
       
59.  Given the government’s response, I see no reason to doubt its competence.        
60.  Given the government’s response, I believe it is able to avoid repetition of such 
problems in the future. 
       
For the following questions, please indicate your thoughts and feelings of the company’s involved in this crisis. 
61.  Just like people, companies can make mistakes; we should give them a second chance.        
62.  Even though the company’s actions hurt society, I still have goodwill towards the 
company. 
       
63.  Where possible I try to avoid the company’s products.        
64.  I am finding it difficult to accept that the company’s involved are still in business.        
65.  I will be happy if these company’s go broke/bankrupt.        
66.  We should buy from foreign countries only those products that we cannot obtain within 
our own country. 
       
67.  It may cost me in the long-run but I prefer to support Chinese products.        
68.  It is not right to purchase foreign products, because it puts 
Chinese out of jobs. 
       
69.  Only those products that are unavailable in China should be imported.        
70.  We should purchase products manufactured in China instead of letting other countries get 
rich off us. 
       
71.  Foreign products should be taxed heavily to reduce their entry into China.        
72.  Foreigners should not be allowed to put their products on our markets.        
73.  If people from other countries learned from Chinese people, the world would change for 
the better 
       
74.  Generally speaking, compared to other countries, China is a better country.         
75.  People should support their country even if the country is doing something that is 
incorrect 
       
 
76. Country of origin 
Following is a set of questions to help us find out what you think about the country of origin of your 
chosen infant formula brand. Please place a ‘√’ on the scale from one to seven so as to best reflect 
your judgment. 
 1 2 3 4 5 6 7  
Economically developed        Economically undeveloped 
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High labour costs        Low labour costs 
High literacy rates        Low literacy rates 
Stable economic environment        unstable economic environment 
Production of high-quality products         Production of low-quality 
products  
High standard of living        Low standard of living 
High level if technological research         Low level if technological 
research  
 
77. Age 
 Under 20 
 21-25 
 26-30 
 31-35 
 Above 36 
78. Gender 
 Male 
 Female 
79. Education level  
 Less than high school?? 
 High school  
 Some college  
 College graduate  
 master degree and above  
80. Annual Household income 
 Under ¥70K 
 ¥70k–¥100k 
 ¥100k --¥200k  
 ¥100k --¥200k 
 ¥200k --¥300k  
 ¥300k and above  
42 City your leave in  
______________________ 
 PhD Thesis | Rongxi Hu 
268 
 
43 Your occupation is 
______________________ 
44 If you have more than one child, what brand did you generally use for your first baby? 
______________________ 
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Table 5.1 Respondents’ Characteristics 
VARIABLES NUMBER PERCENTAGE (%) 
GENDER   
MALE 116 21.4 
FEMALE 427 78.6 
TOTAL 543 100.0 
AGE   
16-23 61 11.2 
24-30 295 54.3 
31-40 183 33.7 
41 AND ABOVE 4 .7 
TOTAL 543 100.0 
OCCUPATION   
STUDENT 7 1.3 
GOVERNMENT OFFICIAL & 
CIVIL SERVANTS 
23 4.2 
MANAGER 98 18.0 
OFFICE STAFF 196 36.1 
PROFESSIONAL 109 20.1 
WORKER 12 2.2 
SERVICE PRACTITIONERS 28 5.2 
SELF-EMPLOYED 15 2.8 
FREELANCER 40 7.4 
UNEMPLOYED 9 1.7 
OTHERS 6 1.1 
TOTAL 543 100.0 
EDUCATION LEVEL   
BELOW JUNIOR HIGH SCHOOL 8 1.5 
HIGH SCHOOL 40 7.4 
COLLEGE 99 18.2 
UNDERGRADUATE 355 65.4 
POSTGRADUATE AND ABOVE 41 7.6 
TOTAL 543 100.0 
MONTHLY INCOME    
NO INCOME 3 .6 
BELOW 2000 20 3.7 
2001-3000 54 9.9 
3001-5000 116 21.4 
5001-8000 165 30.4 
8001-12000 103 19.0 
12001-20000 53 9.8 
20000 AND ABOVE 10 1.8 
INCONVENIENT TO REVEAL 19 3.5 
TOTAL 543 100.0 
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Table 5.2.1 Indicator Reliability (Loadings) 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgive
ness 
Ethnocen
trism 
Country of 
origin 
Good reputation 0.8266 
     
Reliable 0.7945 
     
Being honest 0.9524 
     
highly recommended 
 
0.8123 
    
always purchaes brand 
 
0.8381 
    
out of the way to buy 
brand 
 
0.7776 
    
Overall product quality 
  
0.8792 
   
Constantly 
improvement of quality 
  
0.9045 
   
Honest 
   
0.7891 
  
Integrity 
   
0.7975 
  
Good value system 
   
0.7949 
  
Respect 
   
0.7804 
  
Skill in solving problem 
   
0.7681 
  
Competence 
   
0.7515 
  
Import only unavailable 
products in China  
    
0.8371 
 
Purchase domestic 
product only 
    
0.6798 
 
Taxed heavily on 
imported products 
    
0.8310 
 
set entry Barrier for 
imported products 
    
0.8716 
 
Econamically developed 
     
0.6746 
Literacy rates 
     
0.6605 
Stable economic 
environment 
     
0.6831 
Production of high-
quality products 
     
0.7282 
Technological research           0.7576 
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Table 5.2.2 Internal Consistency Reliability 
Construct Jöreskog's 
rho (ρc) 
Cronbach's 
alpha(α) 
Trust 0.8948 0.8222 
Ethnocentrism 0.8820 0.8308 
Brand loyalty 0.8509 0.7368 
Forgiveness 0.9033 0.8734 
Perceived quality  0.8861 0.7438 
Country of origin 0.8287 0.7468 
 
Table 5.2.3 Convergent Validity 
Construct Average 
variance 
extracted 
(AVE) 
Trust 0.7405 
Ethnocentrism 0.6533 
Brand loyalty 0.6556 
Forgiveness 0.6091 
Perceived 
quality  
0.7956 
Country of 
origin 
0.4924 
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Table 5.2.4 Discriminant Validity 
Construct Trust Ethnocentrism Brand 
loyalty 
Forgiveness Perceived 
quality  
Country 
of origin 
 
Trust 0.7405 
      
Ethnocentrism 0.0542 0.6533 
     
Brand loyalty 0.3478 0.0006 0.6556 
    
Forgiveness 0.0407 0.0887 0.0580 0.6091 
   
Perceived 
quality  
0.0717 0.0491 0.0509 0.1703 0.7956 
  
Country of 
origin 
0.2397 0.0190 0.1912 0.0231 0.0294 0.4924 
 
Squared correlations; AVE in the diagonal. 
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Table 5.2.5 Cross-loadings 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of 
origin 
Good reputation 0.8266 0.4512 0.1852 0.1185 -0.2513 0.3802 
Reliable 0.7945 0.4109 0.2237 0.1681 -0.1479 0.3509 
Being honest 0.9524 0.6284 0.2743 0.2224 -0.2036 0.5108 
highly recommended 0.4926 0.8123 0.1988 0.1827 -0.0401 0.3629 
always purchase brand 0.4712 0.8381 0.1523 0.1906 0.0036 0.3671 
out of the way to buy 
brand 
0.4675 0.7776 0.1959 0.2121 -0.0226 0.3312 
Overall product quality 0.2250 0.2095 0.8792 0.3956 0.2980 0.0997 
Constantly improvement 
of quality 
0.2515 0.1939 0.9045 0.3439 0.1083 0.2007 
Honest 0.2008 0.1948 0.3295 0.7891 0.1792 0.1721 
Integrity 0.1549 0.1676 0.3102 0.7975 0.2155 0.0786 
Good value system 0.1250 0.1575 0.2950 0.7949 0.2681 0.0559 
Respect 0.1735 0.2179 0.2993 0.7804 0.1833 0.1372 
Skill in solving problem 0.1492 0.2207 0.3759 0.7681 0.2868 0.1267 
Competence 0.1032 0.1470 0.3236 0.7515 0.3264 0.1108 
Import only unavailable 
products in China  
-
0.1862 
-
0.0049 
0.2012 0.2941 0.8371 -0.0863 
Purchase domestic 
product only 
-
0.0751 
-
0.0027 
0.3535 0.3584 0.6798 -0.1224 
Taxed heavily on 
imported products 
-
0.1935 
-
0.0442 
0.2011 0.2253 0.8310 -0.0753 
set entry Barrier for 
imported products 
-
0.2362 
-
0.0191 
0.1026 0.1929 0.8716 -0.1665 
Economically developed 0.2983 0.2906 0.0803 0.0317 -0.0805 0.6746 
Literacy rates 0.2267 0.2536 0.0051 0.0490 -0.0800 0.6605 
Stable economic 
environment 
0.3386 0.3101 0.1856 0.1798 0.0018 0.6831 
Production of high-
quality products 
0.3984 0.2786 0.1014 0.0904 -0.1736 0.7282 
Technological research 0.4041 0.3839 0.1821 0.1531 -0.1285 0.7576 
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Table 5.3.1 Indicator reliability (loadings) –Imported group 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of 
origin 
Well known 0.8879 
     
Good reputation 0.8696 
     
Honest 0.8841 
     
highly 
recommended 
 
0.8818 
    
always purchase 
brand 
 
0.8745 
    
out of the way to 
buy brand 
 
0.8782 
    
Overall product 
quality 
  
0.9333 
   
Constantly 
improvement of 
quality 
  
0.9324 
   
Avoid 
purchasing brand 
   
0.8531 
  
unaccepted of the 
company  
   
0.8988 
  
will be happy if 
they bankrupt 
   
0.8768 
  
Support domestic 
product even the 
cost is higher 
    
0.9110 
 
Not right to 
purchase foreign 
products 
    
0.8980 
 
Taxed heavily on 
imported 
products 
    
0.9293 
 
set entry Barrier 
for imported 
products 
    
0.8943 
 
Production of 
high-quality 
products 
     
0.8413 
Living Standard 
     
0.8736 
Technological 
research 
          0.8404 
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Table 5.3.2 Internal consistency reliability – imported  
Construct Jöreskog's 
rho (ρc) 
Cronbach's 
alpha(α) 
Trust 0.9119 0.8552 
Ethnocentrism 0.9496 0.9294 
Brand loyalty 0.9100 0.8516 
Perceived 
quality  
0.9306 0.8507 
Country of 
origin 
0.8881 0.8111 
Forgiveness 0.9085 0.8490 
 
Table 5.3.3 Convergent Validity – imported 
Construct Average 
variance 
extracted 
(AVE) 
Trust 0.7754 
Ethnocentrism 0.8250 
Brand loyalty 0.7712 
Perceived 
quality  
0.8701 
Country of 
origin 
0.7258 
Forgiveness 0.7681 
 
  
 PhD Thesis | Rongxi Hu 
276 
 
Table 5.3.4 Discriminant Validity—imported 
Construct Trust Ethnocentris
m 
Brand 
loyalty 
Perceive
d quality  
Countr
y of 
origin 
Forgivene
ss 
 
Trust 0.7754 
      
Ethnocentris
m 
0.6468 0.8250 
     
Brand 
loyalty 
0.7188 0.6733 0.7712 
    
Perceived 
quality  
0.6730 0.7331 0.6957 0.8701 
   
Country of 
origin 
0.6937 0.6434 0.7002 0.6698 0.7258 
  
Forgiveness 0.6775 0.7308 0.6905 0.7517 0.7142 0.7681 
 
Squared correlations; AVE in the diagonal. 
  
 PhD Thesis | Rongxi Hu 
277 
 
Table 5.3.5 Cross-loadings—imported 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of 
origin 
Well known 0.8879 0.7669 0.7375 0.7382 0.7142 0.7276 
Good reputation 0.8696 0.7197 0.6763 0.6820 0.6864 0.7169 
Honest 0.8841 0.7521 0.7509 0.7520 0.7229 0.7550 
highly recommended 0.7564 0.8818 0.7316 0.7469 0.7448 0.7291 
always purchaes brand 0.7393 0.8745 0.7358 0.7027 0.7276 0.7377 
out of the way to buy 
brand 
0.7376 0.8782 0.7300 0.7391 0.6887 0.7379 
Overall product quality 0.7678 0.7844 0.9333 0.8241 0.8507 0.7881 
Constantly improvement 
of quality 
0.7627 0.7716 0.9324 0.7934 0.7463 0.7385 
Avoid to purchase brand 0.6771 0.7007 0.7494 0.8531 0.7249 0.7044 
unaccept of the company  0.7590 0.7582 0.7691 0.8988 0.8048 0.7542 
will be happy if they 
bankrupt 
0.7251 0.7242 0.7618 0.8768 0.7156 0.7621 
Support domestic product 
even the cost is higher 
0.7596 0.7808 0.8225 0.8421 0.9110 0.7587 
Not right to purchase 
foreign products 
0.7667 0.7396 0.7510 0.7725 0.8980 0.7491 
Taxed heavily on imported 
products 
0.7485 0.7832 0.8107 0.7752 0.9293 0.7629 
set entry Barrier for 
imported products 
0.6315 0.6659 0.7187 0.7055 0.8943 0.6280 
Production of high-quality 
products 
0.6669 0.7235 0.6682 0.6904 0.6572 0.8413 
Living Standard 0.7402 0.7366 0.7177 0.7568 0.7203 0.8736 
Technological research 0.7184 0.6795 0.7039 0.7103 0.6702 0.8404 
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Table 5.4.1 Indicator Reliability (loadings) – Domestic Group 
Indicator Trust Brand loyalty Perceived quality  Forgiveness Ethnocentrism Country of origin 
Good reputation 0.7583 
  
  
 
Reliable 0.7501 
  
  
 
Being honest 0.7437 
  
  
 
Highly 
recommended 
 
0.8311 
 
  
 
Always purchase 
brand 
 
0.8293 
 
  
 
Out of the way to 
buy brand 
 
0.8038 
 
  
 
Overall product 
quality 
  
0.9463   
 
Constantly 
improvement of 
quality 
  0.9654    
Honest 
   
0.7506  
 
Integrity 
   
0.7644  
 
Good value system 
   
0.7618  
 
Respect 
   
0.7757  
 
Skill in solving 
problem 
   
0.7369  
 
Competence 
   
0.6948  
 
Import only 
unavailable products 
in China  
   
 0.8018 
 
Purchase domestic 
product only 
   
 0.6916 
 
Taxed heavily on 
imported products 
   
 0.6837 
 
set entry Barrier for 
imported products 
   
 0.8083 
 
Econamically 
developed 
   
  0.6423 
Stable economic 
environment 
   
  0.8013 
Production of high-
quality products 
   
  0.5961 
Technological 
research 
          0.7918 
 
  
 PhD Thesis | Rongxi Hu 
279 
 
5.4.2 Indicator Reliability (loadings) – Domestic 
Construct Jöreskog's rho 
(ρc) 
Cronbach's 
alpha(α) 
Trust 0.8239 0.7145 
Ethnocentrism 0.8352 0.7384 
Brand loyalty 0.8616 0.7594 
Perceived 
quality  
0.9306 0.8507 
Country of 
origin 
0.8033 0.7113 
Forgiveness 0.8838 0.8427 
 
Table 5.4.3 Convergent Validity – Domestic 
Construct Average 
variance 
extracted 
(AVE) 
Trust 0.5395 
Ethnocentrism 0.5605 
Brand loyalty 0.6749 
Perceived 
quality  
0.7554 
Country of 
origin 
0.5092 
 
Forgiveness 0.5592 
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Table 5.4.4 Discriminant Validity— Domestic 
Construct Trust Ethnocentrism Brand 
loyalty 
Perceived 
quality  
Country 
of 
origin 
Forgiveness 
 
Trust 0.5395 
      
Ethnocentrism 0.0826 0.5605 
     
Brand loyalty 0.4096 0.1469 0.6749 
    
Perceived 
quality  0.2376 0.0551 0.1632 0.5642 
   
Country of 
origin 0.1877 0.1163 0.1780 0.1099 0.5092 
  
Forgiveness 0.1991 0.1868 0.1711 0.1331 0.1344 0.5592 
 
Squared correlations; AVE in the diagonal. 
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Table 5.4.5 Cross-loadings – Domestic  
Indicator Trust Ethnocentrism Brand 
loyalty 
Perceived 
quality  
Country of 
origin 
Forgiveness 
Good reputation 0.7583 0.1856 0.4564 0.3924 0.3093 0.3423 
Reliable 0.6835 0.2730 0.4568 0.3076 0.3783 0.3616 
Being honest 0.7501 0.1311 0.4622 0.3493 0.3116 0.3349 
Highly 
recommended 
0.7437 0.2487 0.5024 0.3817 0.2691 0.2688 
Always purchase 
brand 
0.5595 0.2651 0.8311 0.3621 0.3335 0.3521 
Out of the way to 
buy brand 
0.4977 0.3408 0.8293 0.3480 0.3946 0.3441 
Overall product 
quality 
0.5164 0.3439 0.8038 0.2838 0.3145 0.3225 
Overall product 
quality 
0.4874 0.2348 0.4040 0.7885 0.3315 0.3649 
Constantly 
improvement of 
quality 
0.3546 0.3744 0.2453 0.8433 0.3544 0.2756 
Honest 0.3296 0.1891 0.2802 0.2559 0.2410 0.7506 
Integrity 0.3659 0.2878 0.3078 0.3169 0.2710 0.7644 
Good value system 0.3570 0.2755 0.2629 0.2546 0.1892 0.7618 
Respect 0.3690 0.3665 0.3813 0.3008 0.3245 0.7757 
Skill in solving 
problem 
0.2831 0.4299 0.2966 0.2936 0.3213 0.7369 
Competence 0.2775 0.4310 0.3297 0.2059 0.3176 0.6948 
Import only 
unavailable 
products in China  
0.2566 0.8018 0.3200 0.2806 0.2873 0.3446 
Purchase domestic 
product only 
0.1869 0.6916 0.2536 0.1216 0.2875 0.3384 
Taxed heavily on 
imported products 
0.1732 0.6837 0.2680 0.0431 0.2207 0.2362 
set entry Barrier for 
imported products 
0.2304 0.8083 0.3004 0.2084 0.2274 0.3640 
Econamically 
developed 
0.1962 0.2694 0.2685 0.1310 0.6423 0.1950 
Stable economic 
environment 
0.3917 0.2713 0.3772 0.3028 0.8013 0.3290 
Production of high-
quality products 
0.1822 0.1698 0.1813 0.1647 0.5961 0.1407 
Technological 
research 
0.3761 0.2619 0.3286 0.2824 0.7918 0.3124 
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Table 5.5.1 Collinearity 
Indicator Trust Ethnocentris
m 
Brand 
loyalty 
Forgivenes
s 
Perceive
d quality  
Countr
y of 
origin 
Well known 2.186
2 
     
Good reputation 1.973
6 
     
Honest 
  
1.4801 
   
highly recommended 
  
1.6296 
   
always purchaes 
brand 
  
1.3707 
   
out of the way to buy 
brand 
    
1.5397 
 
Overall product 
quality 
    
1.5397 
 
Constantly 
improvement of 
quality 
   
1.7092 
  
Avoid to purchase 
brand 
   
1.9731 
  
unaccept of the 
company  
   
2.0600 
  
will be happy if they 
bankrupt 
   
1.7586 
  
Support domestic 
product even the cost 
is higher 
   
1.9982 
  
Not right to purchase 
foreign products 
   
2.0185 
  
Taxed heavily on 
imported products 
 
1.9830 
    
set entry Barrier for 
imported products 
 
1.6158 
    
Production of high-
quality products 
 
1.7997 
    
Living Standard 
 
1.8828 
    
Technological 
research 
     
1.4334 
Well known 
     
1.4678 
Good reputation 
     
1.3113 
Honest 
     
1.3369 
highly recommended           1.4197 
 
 
  
 PhD Thesis | Rongxi Hu 
283 
 
Table 5.5.3.1 Significance of Path Coefficients 
Effect Standard bootstrap results p-value (2-sided) 
Trust -> Brand loyalty 0.0000 
Ethnocentrism -> Trust 0.0000 
Forgiveness -> Trust 0.0004 
Perceived quality  -> Trust 0.0000 
Country of origin -> Trust 0.0000 
 
Table 5.5.3.2 Relevance of Path Coefficients 
Independent 
variable 
Dependent variable 
Trust Brand 
loyalty 
Trust 
 
0.5898 
Ethnocentrism 0.2632 
 
Forgiveness 0.1363 
 
Perceived quality  0.2016 
 
Country of origin 0.3980   
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Table 5.6.1 Collinearity- imported 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of origin 
Good reputation 0.3839 
  
  
 
Reliable 0.3627 
  
  
 
Being honest 0.3888 
  
  
 
highly recommended 
 
0.3857 
 
  
 
always purchase brand 
 
0.3770 
 
  
 
out of the way to buy 
brand 
 
0.3761 
 
  
 
Overall product quality 
  
0.5378   
 
Constantly improvement 
of quality 
  
0.5343   
 
Honest 
   
0.3572  
 
Integrity 
   
0.4004  
 
Good value system 
   
0.3825  
 
Import only unavailable 
products in China  
   
 0.2876 
 
Purchase domestic 
product only 
   
 0.2903 
 
Taxed heavily on 
imported products 
   
 0.2834 
 
set entry Barrier for 
imported products 
   
 0.2391 
 
Stable economic 
environment 
   
  0.3682 
Production of high-
quality products 
   
  0.4086 
Technological research           0.3966 
 Variance inflation factors (VIF) 
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Table 5.6.2 Predictive Relevance (𝑹𝟐) - imported 
Construct Coefficient of determination 
(R2) 
Adjusted 
R2 
Trust 0.7688 0.7671 
Brand 
loyalty 
0.7188 0.7183 
 
Table 5.6.3.1 Significance of Path Coefficients- imported 
Effect Standard bootstrap results p-value (2-sided) 
Trust -> Brand loyalty 0.0000 
Ethnocentrism -> Trust 0.0028 
Forgiveness -> Trust 0.0041 
Perceived quality  -> Trust 0.0003 
Country of origin -> Trust 0.0000 
 
Table 5.6.3.2 Relevance of Path Coefficients- imported 
Independent 
variable 
Dependent variable 
Trust Brand 
loyalty 
Trust 
 
0.8478 
Ethnocentrism 0.1691 
 
Forgiveness 0.2253 
 
Perceived quality  0.3657 
 
Country of origin 0.1742   
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Table 5.7.1 Collinearity– domestic 
Indicator Trust Brand 
loyalty 
Perceived 
quality  
Forgiveness Ethnocentrism Country of origin 
Good reputation 1.4367 
  
  
 
Reliable 1.2062 
  
  
 
Being honest 1.4296 
  
  
 
Highly recommended 1.3735 
  
  
 
Always purchase brand 
 
1.5288 
 
  
 
Out of the way to buy brand 
 
1.6325 
 
  
 
Overall product quality 
 
1.4727 
 
  
 
Constantly improvement of quality 
  
1.5644   
 
Honest   1.6985    
Integrity 
   
1.8696  
 
Good value system 
   
1.7917  
 
Respect 
   
1.7886  
 
Skill in solving problem 
   
1.9619  
 
Competence 
   
1.7990  
 
Import only unavailable products in 
China  
   
1.8784  
 
Purchase domestic product only 
   
 1.4600 
 
Taxed heavily on imported products 
   
 1.3418 
 
set entry Barrier for imported products 
   
 1.3393 
 
Economically developed 
   
 1.5917 
 
Stable economic environment 
   
  1.3549 
Production of high-quality products 
   
  1.3241 
Technological research 
   
  1.2940 
Good reputation           1.3373 
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Table 5.7.2 Predictive Relevance (𝑹𝟐) – domestic 
Construct Coefficient of determination 
(R2) 
Adjusted 
R2 
Trust 0.3682 0.3578 
Brand 
loyalty 0.4096 0.4072 
 
Table 5.7.3.1 Significance of Path Coefficients– domestic 
Effect Standard bootstrap results p-value (2-sided) 
Trust -> Brand loyalty 0.0000 
Ethnocentrism -> Trust 0.5768 
Forgiveness -> Trust 0.0003 
Perceived quality  -> Trust 0.0000 
Country of origin -> Trust 0.0001 
 
Table 5.7.3.1 Relevance of Path Coefficients– domestic 
Independent 
variable 
Dependent variable 
Trust Brand 
loyalty 
Trust 
 
0.6400 
Ethnocentrism 0.0342 
 
Forgiveness 0.2303 
 
Perceived quality  0.3186 
 
Country of origin 0.2315   
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Figure 6.1: Overall model 
 
Figure 6.2: Domestic product purchase group model 
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Figure 6.3: Imported product purchase group model 
 
 
The iterative algorithm converged after 8 iteration(s). 
  Value HI95 HI99 
SRMR 0.0757 0.0611 0.0636 
dULS 1.5818 1.0288 1.1149 
dG 0.4401 0.3695 0.3977 
 
  Value HI95 HI99 
SRMR 0.1056 0.0660 0.0693 
dULS 3.0767 1.2039 1.3264 
dG 0.5444 0.3715 0.4012 
 
Construct Type of measurement model 
Number of 
indicators 
Predefined 
reliability 
Trust factor (Mode A) 4 1.0000 
Ethnocentrism factor (Mode A) 5 1.0000 
Brand loyalty factor (Mode A) 3 1.0000 
Forgiveness factor (Mode A) 6 1.0000 
Perceived quality  single indicator 1 1.0000 
Country of origin factor (Mode A) 4 1.0000 
 
Construct Dijkstra-Henseler's rho (ρA) Jöreskog's rho (ρc) 
Cronbach's 
alpha(α) 
Trust 0.7199 0.8215 0.7145 
Ethnocentrism 0.7891 0.8432 0.7707 
Brand loyalty 0.7616 0.8617 0.7594 
Forgiveness 0.8542 0.8830 0.8427 
Perceived quality  1.0000 1.0000  
Country of origin 0.6852 0.8011 0.6729 
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Construct Average variance extracted (AVE) 
Trust 0.5351 
Ethnocentrism 0.5193 
Brand loyalty 0.6752 
Forgiveness 0.5577 
Perceived quality  1.0000 
Country of origin 0.5034 
 
Construct Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin 
Trust       
Ethnocentrism 0.3267      
Brand loyalty 0.8661 0.5031     
Forgiveness 0.5680 0.5479 0.5171    
Perceived quality  0.5766 0.1971 0.4627 0.3950   
Country of origin 0.6688 0.5180 0.5958 0.4809 0.4202   
 
Construct Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin  
Trust 0.5351       
Ethnocentrism 0.0697 0.5193      
Brand loyalty 0.4069 0.1491 0.6752     
Forgiveness 0.1962 0.2091 0.1755 0.5577    
Perceived quality  0.2341 0.0383 0.1637 0.1320 1.0000   
Country of origin 0.2383 0.1445 0.1887 0.1459 0.1270 0.5034  
Squared correlations; AVE in the diagonal. 
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Indicator Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin 
Trust2 0.7459      
Trust3 0.7324      
Trust4 0.7308      
Trust5 0.7166      
BrdLyt1   0.8255    
BrdLyt2   0.8433    
BrdLyt4   0.7956    
Dmtcqulty2     1.0000  
ForgInd1    0.7118   
ForgInd2    0.7249   
ForgInd3    0.7074   
ForgGov1    0.8067   
ForgGov2    0.7831   
ForgGov3    0.7415   
Ethtm1  0.7780     
Ethtm2  0.7213     
Ethtm3  0.6588     
Ethtm4  0.6661     
Ethtm5  0.7704     
CooAtt1      0.6631 
CooAtt4      0.7445 
CooAtt5      0.6429 
CooAtt7           0.7786 
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Indicator Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin 
Trust2 0.5564      
Trust3 0.5364      
Trust4 0.5340      
Trust5 0.5136      
BrdLyt1   0.6814    
BrdLyt2   0.7112    
BrdLyt4   0.6330    
Dmtcqulty2     1.0000  
ForgInd1    0.5066   
ForgInd2    0.5254   
ForgInd3    0.5005   
ForgGov1    0.6507   
ForgGov2    0.6133   
ForgGov3    0.5498   
Ethtm1  0.6053     
Ethtm2  0.5203     
Ethtm3  0.4340     
Ethtm4  0.4436     
Ethtm5  0.5935     
CooAtt1      0.4397 
CooAtt4      0.5542 
CooAtt5      0.4133 
CooAtt7           0.6062 
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Indicator Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin 
Trust2 0.7459 0.1411 0.4547 0.3231 0.3924 0.3431 
Trust3 0.7324 0.2743 0.4569 0.3592 0.3076 0.4345 
Trust4 0.7308 0.1039 0.4616 0.3313 0.3493 0.3126 
Trust5 0.7166 0.2272 0.4996 0.2690 0.3817 0.3096 
BrdLyt1 0.5596 0.2711 0.8255 0.3582 0.3621 0.3681 
BrdLyt2 0.5001 0.3496 0.8433 0.3482 0.3480 0.3658 
BrdLyt4 0.5126 0.3335 0.7956 0.3251 0.2838 0.3358 
Dmtcqulty2 0.4838 0.1958 0.4046 0.3633 1.0000 0.3564 
ForgInd1 0.3324 0.2072 0.2807 0.7118 0.2559 0.2479 
ForgInd2 0.3715 0.2898 0.3091 0.7249 0.3169 0.2601 
ForgInd3 0.3613 0.2863 0.2626 0.7074 0.2546 0.2117 
ForgGov1 0.3704 0.3658 0.3782 0.8067 0.3008 0.3477 
ForgGov2 0.2919 0.4292 0.2983 0.7831 0.2936 0.3216 
ForgGov3 0.2787 0.4299 0.3299 0.7415 0.2059 0.2893 
Ethtm1 0.2608 0.7780 0.3186 0.3474 0.2806 0.3482 
Ethtm2 0.1950 0.7213 0.2535 0.3555 0.1216 0.3044 
Ethtm3 0.1761 0.6588 0.2693 0.2511 0.0431 0.2095 
Ethtm4 0.0459 0.6661 0.2426 0.2864 -0.0290 0.2187 
Ethtm5 0.2328 0.7704 0.3031 0.3911 0.2084 0.2466 
CooAtt1 0.2058 0.3055 0.2690 0.2009 0.1310 0.6631 
CooAtt4 0.3967 0.2718 0.3815 0.3409 0.3028 0.7445 
CooAtt5 0.3694 0.2633 0.2334 0.1855 0.2634 0.6429 
CooAtt7 0.3802 0.2545 0.3275 0.3240 0.2824 0.7786 
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Indicator Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin 
Trust2 0.3349      
Trust3 0.4241      
Trust4 0.3052      
Trust5 0.3022      
BrdLyt1   0.4186    
BrdLyt2   0.4159    
BrdLyt4   0.3818    
Dmtcqulty2     1.0000  
ForgInd1    0.1965   
ForgInd2    0.2061   
ForgInd3    0.1678   
ForgGov1    0.2756   
ForgGov2    0.2549   
ForgGov3    0.2293   
Ethtm1  0.3612     
Ethtm2  0.3157     
Ethtm3  0.2173     
Ethtm4  0.2268     
Ethtm5  0.2558     
CooAtt1      0.2717 
CooAtt4      0.4168 
CooAtt5      0.3250 
CooAtt7           0.3860 
 
Indicator Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin  
Trust2 1.4367       
Trust3 1.2062       
Trust4 1.4296       
Trust5 1.3735       
BrdLyt1   1.5288     
BrdLyt2   1.6325     
BrdLyt4   1.4727     
Dmtcqulty2     1.0000   
ForgInd1    1.8696    
ForgInd2    1.7917    
ForgInd3    1.7886    
ForgGov1    1.9619    
ForgGov2    1.7990    
ForgGov3    1.8784    
Ethtm1  1.4755      
Ethtm2  1.3895      
Ethtm3  1.3822      
Ethtm4  1.3641      
Ethtm5  1.6545      
CooAtt1      1.2787  
CooAtt4      1.2753  
CooAtt5      1.2016  
CooAtt7           1.3939  
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Variance inflation factors (VIF) 
 
Construct Coefficient of determination (R2) 
Adjusted 
R2 
Trust 0.2383 0.2352 
Country of 
origin 0.2884 0.2767 
 
Independent 
variable 
Dependent variable 
Trust 
Country 
of 
origin 
Ethnocentrism  0.1959 
Brand loyalty  0.2325 
Forgiveness  0.1310 
Perceived quality   0.1764 
Country of origin 0.4881   
 
Independent 
variable 
Dependent variable 
Trust 
Country 
of 
origin 
Ethnocentrism 0.0956 0.1959 
Brand loyalty 0.1135 0.2325 
Forgiveness 0.0639 0.1310 
Perceived quality  0.0861 0.1764 
Country of origin 0.4881   
 
Independent 
variable 
Dependent variable 
Trust 
Country 
of 
origin 
Ethnocentrism 0.0956  
Brand loyalty 0.1135  
Forgiveness 0.0639  
Perceived quality  0.0861  
Country of origin     
 
Effect Beta 
Indirect 
effects 
Total 
effect 
Cohen's 
f2 
Ethnocentrism -> Trust  0.0956 0.0956  
Ethnocentrism -> Country of origin 0.1959  0.1959 0.0401 
Brand loyalty -> Trust  0.1135 0.1135  
Brand loyalty -> Country of origin 0.2325  0.2325 0.0537 
Forgiveness -> Trust  0.0639 0.0639  
Forgiveness -> Country of origin 0.1310  0.1310 0.0165 
Perceived quality  -> Trust  0.0861 0.0861  
Perceived quality  -> Country of 
origin 0.1764  0.1764 0.0345 
Country of origin -> Trust 0.4881   0.4881 0.3128 
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Construct Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin 
Trust 1.0000      
Ethnocentrism 0.2640 1.0000     
Brand loyalty 0.6379 0.3862 1.0000    
Forgiveness 0.4429 0.4573 0.4189 1.0000   
Perceived quality  0.4838 0.1958 0.4046 0.3633 1.0000  
Country of origin 0.4881 0.3801 0.4344 0.3820 0.3564 1.0000 
 
Indicator Trust Ethnocentrism 
Brand 
loyalty Forgiveness Perceived quality  
Country of 
origin 
Trust2 7.6850      
Trust3 7.7106      
Trust4 6.5846      
Trust5 6.4572      
BrdLyt1   9.3051    
BrdLyt2   9.9065    
BrdLyt4   8.0700    
Dmtcqulty2       
ForgInd1    4.3973   
ForgInd2    4.6969   
ForgInd3    4.2118   
ForgGov1    7.2322   
ForgGov2    6.0316   
ForgGov3    5.3602   
Ethtm1  7.1577     
Ethtm2  6.0850     
Ethtm3  3.6034     
Ethtm4  4.5316     
Ethtm5  5.0315     
CooAtt1      7.3432 
CooAtt4      10.7676 
CooAtt5      8.3114 
CooAtt7           11.0912 
 
 
